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In these days of high salaries, your com- 
s looking for ways to save time in every 
If you can conserve this 
costly time —and do the job even better 
than before — you're doubly interested. 


ble operation. 


Specialized Tension Envelopes are actually 
saving millions of minutes for progressive, 
forward-looking companies! They also pre- 
vent mistakes, cut postage costs, protect 
envelope contents and attract favorable at- 
tention. Perhaps you, too, would like to enjoy 


these advantages. 
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Your Secretary 
will like 


"Envelope Know-How" 


by don herold 


This breezy, easy-to-read booklet 
presents new short-cuts to old prob- 
lems. It's fun to read—simple to 

follow. To get a copy for your 

Girl Friday: 

Write on your letterhead today to the 
Tension Envelope Factory nearest you, 


or your local sales representative. 


“TENSION ENVELOPE CORPORATION 


FACTORIES: New York 14, N.Y. © St. Lowis 10, Mo. 
Minneapolis 1, Minn. © Des Moines 14, lowa @ Kansas City 8, Mo. 
Over 100 Representatives Selling Direct to User 
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CLASSIFICATIONS 


of 1948 


Airlines 

Art Gallery 

Art Services 

Associations 
Agriculture, 
General 
Industrial 


Heverages 
Building Material 
Husiness Services 
Chemi« 


y 
Development 
Construction 
bhquipment 
Creative 
Printing 
Department Store 


Funeral Supplies 
Furniture fr 
Government 
Services 
Heating 
Ventilating 
Home 
Furnishings 
Hotels and 
Resorts 
Industrial Equip 
Inctustrial 
s 
Industrial 
Instruments 
Insurance 
Life. Fire 
Casualty 
Investment 
Sesvices 
Jewelry 
leather Goods 


. 
winners 
Machinery and 


Machinery 
Medical anc 
D 


Farm 


e 
Metals 
Products 
Motion Pictures 
Newspapers 
Novelties 
Office Equipment 
Packaging 
Paint 
Paper Mfr 
Personal Products 
al Services 
um 
rmaceuticals 
to- Engraving 
rotographic 
Equipment 
Plastics 
Printed 
Specialties 
Printing Equip 
Public Utility 
Publications 
General 
HKusiness 
Farm, Trade 
Radio Networks 
Radio Stations 
Lacal 
Real Pstate 
Retailer 
Retail Credit 
Store 


Social Welfare 
Sports Equip 
Syndicated 
Advertising 
Textiles 
Watches and 
Clocks 
Wearing Apparel 
Wearing Apparel! 
Accessories 
Women's 


Apparel, Mfr 


Open to all users of direct mail and mail 
order advertising. No restrictions on size, 
type, purpose or classification. Membership in 
DMAA is not a requisite. 


You are invited to enter this year’s com- 
petition for a Best-of-Industry Award and 
national recognition. Your entry may be small, 
simple, large or elaborate; size of company or 
budget will have no influence. Winners will be 
selected for their overall effectiveness. 


Rules are simple. Entries must be of mate- 
rial produced between September Ist, 1948 and 
August 3lst, 1949. Other requirements are 
procedural, full details of which will be fur- 
nished when you send for entry blank. 


Contest closes September Ist, 1949; winners 
to be announced September 21st. 





Sponsored by the 
DIRECT MAIL 
ADVERTISING 
ASSOCIATION 


AWARDS 


Best of industry Award 
The outstanding campaign in each 
classification will be selected for this 
award; winners will receive the prized 
DMAA Certificate signifying the 
campaign's exceilence 


Merit Award 
Other distinctive campaigns deserving 
honorable mention will receive the 
Merit Award of Achievement 


Special Certificate Award 
Producers playing an important role 
in the production of winners will be 
awarded this special recognition. 


Extra Recognition will be given 
all winners via year-round exhibition 
throughout the U. 8. and Canadas in 
Clubs, Direct Mail 
and leading universities—in. 
cluding widespread publicity resulting 
from this activity 


local Advertising 


Forums 


JUDGING wil! be by recognized spe- 
clalists in direct mail and mail order 
advertising. Their decisions are final 





Direct Mail Advertising Contest Committee, DMAA 
17 East 42nd Street, New York 17, N. Y 


Please send us entry forms and complete 
21st annual Direct Mail Advertising Contest 


Your name and title 


Send for details 
and entry blank 


Company 


Address 


instructions for entering the 








Winners to be announced and awards made at DMAA Convention, September 21 to 23, Congress Hotel, Chicago 








BUY THIS BOOK TODAY 


How to Prepare Art & Copy 
for Offset-Lithography 


8'/.x11-HARD BOUND-4 COLORS 
$5.25 POSTPAID 


Dorval Publishing Co. 
Dept. 41 
170 PARKWAY. MAYWOOD. N. J. 














How Many DUDS 
Can You Afford? 


, people 
names, in | , 


DR spect ust BURcau 


Division of Dickie-Raymond 
30 Broad Street, Boston 10 
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OFFICIAL PUBLICATION DIRECT MAIL ADVERTISING ASSOCIATION 
1600 DMAA Members receive The Keporter regularly as pa he " ation service 


A portion heir annual d n 
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NOTES 


DEPARTMENT 


@ HOWARD SHAW of Philadelphia 
submits a startling demonstration of 
how many words can be crowded onto 
an ordinary postal card. He typed a 
257 word, yes, 257 word. letter on a 
large sheet of paper, reduced and re- 
produced it by photo offset. Order form 
on left end of stamp side of card 
(occupying exactly ') handled same 
way. In spite of reduction and crowd- 
ing. card very readable. Such a horrible 
format would probably not win the 
approval of Tide's distinguished PAR 

but the darn thing worked. It 
pulled orders. 


@ WANT TO SEE how a grasshopper 
dies? Write to Hercules Powder Com- 
pany. Inc., Wilmington. Deleware and 
ask for “Toxaphene Kills Grasshoppers” 

. one of the most perfect and simple 
booklets we've seen in a long. long 
time. 91." x 7144", 12 pages. Each 
page, just one large bleed photographic 
closeup. with four lines of explanation 
mortised in. Makes the dying process 
as simple as A-B-C. Here is a model 
piece for all direct mail planners. If 
all of us could describe our product 
and what it does as graphically and 
quickly direct mail as a whole 
would be a lot better. 


@ WHY DID WE ever start the search 
for the originator of the Donkey (coop- 
eration) cartoon? Such correspondence! 
Fred Wurtenberaer of the Elliott Serv- 
ice Company, 30 N. Macqueston Park- 
way. Mount Vernon. N. Y. now tells us 
that their R. T. Solensten (formerly with 
National Safety Council) originated the 
cartoon in 1928 as an adoption from 
a “two calves with pails of milk” poster 
used by Armour & Company around 
1919. But.. .along comes Bert Barnes 
of United Parcel Service who says he 
used the donkeys in 1917 . . . cribbing 
them from someone else. So we are 
back where we started. Let's bury the 
donkeys. They must be full of hay 
by this time. 


@ A NEW WRINELE in international 
goodwill building was the mailing made 
May 16th by Nath Bros. (manufact- 


AUGUST 1949 


urers and exporters of Indian handi- 
craft giftwares) Kashi House, Con- 
naught Place, New Delhi, India. A neat 
6” x 41," card (enclosed in envelope) 
was printed in gold ink and read: 
July 4, 1949 

We send to all our friends in the United 
States of America Independence Day 
greetings. 

The card arrived shortly before 
July 4th. 


@ IT IS AN UNPLEASANT DUTY to re- 
port the passing of Charles R. Wiers. 
Vice President in charge of sales and 
advertising of the DeLong Hook & Eye 
Company. Clearfield and 2Ist Streets, 
Philadelphia 32, Pennsylvania. One of 
the early pioneers in direct mail and 
past president of the DMAA ... he was 
striken with a heart attack on Monday 
morning June 27th. enroute to his office. 
and died on July Ist at the age of 74. 
Burial was at Elmlawn Cemetery. Town 
of Tonawanda, New York. Charles 
Wiers was known far and wide as a 
writer of friendly human letters. His 
influence was great. 


@ DID YOU KNOW you could buy 

ANTS by mail? A London report tells 

about a Mrs. Mary Briant of Bedford 

who is selling ant palaces as “pets.” 
The ant palaces. mounted in soil 
between two plates of glass and 
a wooden frame, will perform for at 
least three years. They contain a 
queen and 200 workers. The amber 
meadow ant, the only British spe- 
cies which will not die in captivity. 
make Briant’s palaces. They are 
fed on half a teaspoonful of water 
and a minute portion of honey 
ence a month. 

What next? 


@ OUR “OLD” FRIEND George Pfeiffer. 
3rd (see July cover) is pulling up stakes 
in the East and moving to the Pacific 
Coast. 

L. W. Lane. President of the Lane 
Publishing Company. publishers of 
SUNSET Magazine and SUNSET Books. 
576 Sacramento Street. San Francisco 


Connmnucd n pave 57 


(Advertisement) 


AD MEN CALL C.A.’S 
“SEVENTEEN STEPS" 
BOON TO MAIL USERS 


Direct-Mail Course Complete 
With Samples, Gadgets, ete. 


The first of “THE SEVENTEEN STEPS TO 
RESULTFUL DIRECT-MAIL”—a complete 
practical course in Direct-Mail planning, 
production cand procedure. offered 
by CIRCULATION ASSOCIATES, 1745 
Broadway, New York, is now in the 
hands of leading Direct-Mai! advertisers, 
from whom it has received a flatteringly 
enthusiastic reception 

Drawn from the company’s long experi- 
ence in the production of resultful Direct- 
Mail for many of the country’s leading 
advertisers, “THE SEVENTEEN STEPS” 
comprises a “work-bench manual” of 
Direct -Mail techniques and procedures 
that range all the way from the compila- 
tion of productive mailing lists to the final 
analysis of returns 


DESK-TOP FILE INCLUDED 


In addition to the authoritative discus- 
sions of every phase of Direct-Mail pro- 
cedure the course will include a profu- 
sion of actual samples of currently suc- 
cessful Direct-Mail material, together with 
such indispensable working-tools as 
practical record-forms for production pro- 
cedure, scheduling and result-analysis, 
paper samples, color charts, trick folds, 
“gadgets” and other “showmanship” 
methods and materials. 

To keep the course conveniently at 
hand for ready reference. CIRCULATION 
ASSOCIATES is including in its offer a 
special desk-top filing cabinet to accom- 
modate not only the seventeen sections 
of the course and the accompanying 
samples—which will be mailed to you at 
intervals of three weeks—but any collat- 
eral material that you can add to build 
up your own current-reference file of 
resultful Direct-Mail 


TOKEN PRICE FIXED 


Many thousands of hours of effort have 
gone into assembling the material for 
“THE SEVENTEEN STEPS” and many 
thousands of dollars into its preparation 
To meet this expense, in part, the com- 
plete project is being offered to Direct- 
Mail users at the token cost of $7.50 for 
the complete course 

What is more, the full purchase price 
will be refunded at ANY TIME and with- 
out question to anyone who fails to find 
“THE SEVENTEEN STEPS” an indispen- 
sxble aid in the preparation of more 
RESULTFUL Direct-Mail. Return the cou- 
pon today and the file cabinet, sample 
material, and Section | of the course itself 
will be forwarded to you immediately! 








CIRCULATION ASSOCIATES 

1745 Broadway, New York 19, N. Y 

Send me ‘THE SEVENTEEN STEPS TO RESULT 
PUL DIRECT-MAIL ADVERTISING” with speciol 
file cabinet and supplementary moterial of a 
cost of $7.50 complete 


Nome 
Company 
Address 
City 





How to BEAT THE SQUEEZE 


A Report by Henry Hoke 


“How to 


the 


teat the 
Annual 
Convention be held in Chica 


Illinois, Wednesday, 

Friday, September 

A umely, 
The 


ny on all year The 


theme of 


Thursday 


necessary 


ject Reporter has 


squeeze on 
users of all kinds. All sorts of squee7 


| 


ncreased production costs, del 


n delivery, higher postage rates, 


returns per unit mailing 


Anvone 


who isnt W ll 


suffering trom 


squeezes, an 


trom (nikago. 


to stay 


The 


slone 


away 
Thursday (22) morning 
should be worth the entire 
Under the Chairmanship of sp! 
Larry Chait, Wall Street Journal 

program rman of Ne 
(lub) a 


Million 
" | 


profession i mau 


cna 


they are using U 


other squeezers in business 
labor and materials cost, tougher s¢ 
and what not (See Insc 


for complet program 


tion details.) 


No 


planning, can 


not versed 


one, 


of work require: 


to handle the attendance 


campaign; to make sure all registr 


tion and party 


to sell 


arrangements 


complete and prepare fe 


exhibits, etc. It’s gruelling work 


Starting soon alter the prev 


ous 


vention stretching out 
a year 


For 


convention WwW 


you who 


know it with the 
spinning around. 
beh 


scenes many people will have 


smooth running but 


1 
labore« 


Squec ze” is the 
DMAA 


iV 
fewer 
be just plumb crazy 


sessior 


cost 


program; 


motion 


nake those three days 
go, during the hot summer, 
under the 

Jackson, 


have 


sorts of ¢ 


ommiuttees, 
Robert W 


President ol Aldens, 


urmanship of 
Inc. net 


Their work will be 
though 
ach detail when you register. 


In New York, the DMAA Executive 


has met nearly 


ire q 1 ntly 


dent, even you don’t 


ttec every wee 
ping with the program and all 
ping h the program and al 
other complications 
Yes. t's a lot of work. 


pay is low 


The price 
you for all the talent em 
n building your three-day Con 

talent 
the 


ployed 


vention Free with the 


exception of staff 


Don't 


headquarters 
little things 
It's a wonder so few things 


grumbie if a tew 
go wrong 
<lo mo 


wrong. 
Chicago is a wonderful city for a 


ention. Chicago is a wonderful 


ity period. It’s the commercial heart 


America 
times tough, sometimes soft 
DMAA Cony 


whe n 


, 
Beautiful, big some 


entions are always 


esstul the Association goes 


for there the 
the DMAA 


leadership of 


» Chicago . ° 
il organization of 
the 
Buckley, who will be present 


Ann 


fostered under 
ner | 
be honored at this The 32nd 
ersary of his brainchild 


This is a 
All ¢ 


tor Conventions. 


Bankers, Baby 


great 


vear 


entions 


Chick Hatchers, Bakers, Butchers and 


housands of others. Business men are 


worried, frightened and confused. They 


tee 4 


t 


t 


stronger urge this year to get 
and swap troubles, problems 
All conven 
registering 


The DMAA 


ogether 

and their solutions. 

ms this year are record 

irn-outs should _ be 
xception 

The “How to 


nvention should 


Beat the 


hav e t e 


Squeeze” 


largest 


attendance in years. If 


don't 


recent you 


have problems, stay home 
x%¢ bored with yoursel! 


any 
or you 
ht come along for the ride and fun. 
ut most of us have problems . . . so 
ll be hoping to meet a large portion 
Reporter readers when September 
blowing along glamorous 
Boulev ird 
The Mail 
ition Is 


the 


breezes ire 
Michigan 
And, ol 


Service 


course, 


Advertis 


ing Assox neeting in 
Chic igo, too. At 


the 


(Congress, also. 
tour consecutive days 
DMAA,. I can't 


their plans 


ited to me 


preceding 


say much about 
ittendance is lim- 


the M.A,S.A,, 


direct mail 


vecause 
mbers of 
ts producers and creators o 


who are about to members. 
Their ¢ 
Everybody 


1 
tne 


become 
onventions are always good. 


and his brother and sister 


“old 
ng, for many have 
other 


talk same language It’s an 


home week gather 


een meeting each 
the A ssox 


Many 


every year 


since 
1921. 
DMAA 
tomers, or get the customers slant. 

This Reporte: 


at the conclusion of w hic 


ition was organized in 


through 


stay 


to mingle with cus 


attend both con 
h 


will 
ventions . 
he will 


retirement 


probably go into temporary 
it’s a long, 
I ought to know. It 
will be my twenty-fifth 
DMAA Convention 
back at it, the effort 


while 


Brother . . . it’s 
tough week 
annual 
gut as I 


has been 


look 
worth 
For me and so many others. 
All the people who are today prominent 
in Direct Mail circles started along the 
Convention route 
didn't 


with their 


Perhaps the con- 


ventions too much to do 
Sut the 


broaden 


nave 


success inherent 


urge to learn anu acquaint 


uncesh evidenced by Convention at 


tendance, brought them the skill which 
makes their work 


You ll 


outstand : 


with good company in 


the learners. 
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Now you can specify 


these 


BEAUTIFUL 
EUROPEAN 


types 


NOBEL light on display here 
LIBRA ON Sisplay herRE 
EGMONT light is displayed 
EGMONT light italic displayed 
EGMONT is on display here 
EGMONT italic is displayed 


EGMONT bold on display 





Tue FACES here shown have just arrived from 
Amsterdam and can be supplied by your regular 
typographic service. They open up interesting 
possibilities for striking display in advertisements, 
booklets, brochures, programs and announce- 
ments, smart stationery, title pages and chapter 
headings of books. For sheer beauty and soundly 
designed readability the Egmont Family by S. H. 
de Roos is unrivalled ; the novelty of his Libra pre- 
sents exciting inspiration; while the delicacy and 
purity of Nobel Light add greatly to the versatility 


of the long popular ATF Spartans. 


Within the next few weeks we expect to augment 
these importations by the addition of Rondo and 
Rondo Bold, Studio, Aigrette, Gracia, Nobel Light 
Italic and Libra Light. Also by larger display sizes 


of the Egmonts, Libra and Nobel Light. 


All of these types are products of the eminent 
European foundry, Typefoundry ‘Amsterdam,’ 
for whom American Type Founders is exclusive 
distributor in the United States They are all cast 
on regular ATF bodies, and conform to American 
standards of height, fitting and alignment, so that 
they can be used freely in conjunction with types 
produced in this country. 

Write on your letterhead for specimen sheets 


of these European types showing the complete 


alphabets and the range of sizes available. 


American Type Founders 200 Elmora Avenue, Elizabeth B, New Jersey 


ae) Branches in Principal Cities 





watch your language 


b 
six checking points for writing letters . 


howard dana shaw 


that get people to do things, and a 


handful of ideas on what to do about it. 





s is not what your English teacher Postal Life a few years ago, we discov ‘ ‘ le in reverse 
He or she taught you that ered that the head that outpulled all the ) | ngl sh is nor 
existed for the purpose of rest was “Old Line Legal Reserve Lite We know tha 
niormation. But that, Insurance Looks pretty incompre ( riting a professor of Eng 
I respecttully submit, a bur t hensible, but it sold life insurance s much more use 
rus. Language as you and | u In our letter laboratory we have beer tul retting vour effect than if you are 
hing 


t, about nineteen times out of nineteen, preac that clarity is the 1] ny ‘ ber That's easy to 
I t bringing t so obvious that you forget to ? now that if you 
al a 


“e 
granted. But the real answer | } can I | follow other 
When you write a letter, for instanc yourself (or make a test to find out) rules and ‘ nan, it’s best to be 
, Is clarity essential to action’? In most correct h don’t work at it 


isually write it because you want 
t naturally is t har t und stiff and lit 


Pod y 


to do something. Maybe you 


} 


‘ : } . ol r 7 — raine 
somebody to think something of course the same yardstick seems strained in its 


or perhay should be applied to any other question attem] rrect, if you write too 
my lat 
) NOT to do, think, or 


t what I'm getting 


% you even 
ibout the language of to-whoms instead 
yositions to end sentences 
Brother. Very bad. To 
Hopkins, eminent mer 


suthority of another genera 


uu desire to 


and style are 


to express They are not. 


In meaning. t hin M ective in any way, 

rds to yet a result s an al It Suggests an effort 
vost unexplored territory Peopk t | nd rv effort to sell creates 

express th , 1 1 

lexicograpniles Don't look it 

intics } j } 

ve dictionary, but ! yosite side of this note 


folks who ir ! au I nv first, ind mavbe most im 


How portant 
. can see means 


ve language 


invhow? = Is a , | | a 
e with the technical dictionary mean ortant, principle of effect: 


of words.) The wallop of a word BE NATURAL instead of literary. 
the submerged nine-tenths, é Don't talk like a book: talk like a hu 


he talks 1 
re \ power or connotation, | nan W atc out about Deing too pom 
t too abstract, 00 


ceberg that does 


’ , 
that makes 
this whole fi-neck 
iehined pre ) s nder the | ng icking ue ’ fa nice 


you send etter ou s neck. will undertake Don’t strain to be gram 


then the f onstruct a brief introductory set bookish words (a 


lestions 1d rules for writing letter language of “bah” which appears 
vatter « ‘ . result-getting kind instead of the plays, bu 


hear any 


nan } ' _ ' 
an has to compre ation<onveying kind. 


aioe tel " - 
ining betore Ne ca vased on my own monkeying around ody 
Some ol colloqt ind idio 


you must be clear, with letters and letter data for m« 


They 


human 


. , 
But sometimes loesn't Sometimes than two decades, the tests of mar matic 


_— | } ‘ L, : 
he ns to respond better , thers, and the best of judgment of aon 


ales, 2 . af 
slightly mystifed persons who ought to know from lots ure 


When we tested mar dlis of experience. 
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FOR THE 
LABEL AMONG LABELS 


Surpoose hitho 


It takes more than creative design to assure distinctive labels. They must 
be reproduced on quality paper . on Champion All Purpose Litho. 
All Purpose Litho, coated one side, possesses unexcelled qualities for 
the printing, embossing and die cutting of labels 


All Purpose Litho is adaptable to either letterpress or offset lithography 
spirit or press varnishing. It is always available from stock in several 
sizes and weights. Use Champion All Purpose Litho for your labels —it 
will enhance the quality appeal of your product. The Champion Paper 
and Fibre Company, Hamilton, Ohio. 


Mills at Hamilton, Ohio; Canton, North Carolina and Houston, Texas 
District sales offices! New York e Chicago e Philadelphia e Detroit 


St. Lovis e Cincinnati e Atlanta e Dallas e San Francisco 


WHATEVER YOUR PAPER PROBLEM . . 


THERE'S A 


PAPER FOR EVERY 
PRINTING NEED 


SATIN REFOLD ENAMEL 


Meets every requirement for 
qvolity publication and ad- 
vertising printing—thanks to 
top-grede ename! coating 
folding strength and its 
receptivity to ink. 


a — 


ve 


WEDGWOOD OFFSET 


Superior in color, finish, and 


ARIEL COVER 


Particularly effective for cato- 
leg covers, cards and dis- 
plays. Available in white and 
eight attractive colors, and in 
verious weights, sizes and 
special finishes 


KROMEKOTE 


excellent reproduction 


pockaging end labeling qual- 
ity products, this cast coated 
stock is ideo! 


SPECIALTY PAPERS 


Champion's specialties in- 

clude coffee beg, drawing 

papers, gift wrap, end leof, 

container stock, red 

stock, stencil board 
board 


Sts a Challenge to Champion [ 





Let FREE Plates Prove 
Your Sales Letters 
Look BETTER, 

Get Out FASTER 


“ne grain” - 


bles lithographic 
letters 


Its unique 


face rese™ 
e, makes your 


ston T 
h eyeoppem” 


sparkle wit 


With Plastiplate you can turn 
out sparkling direct-mail letters 
that really sell. Faster, too, be- 
cause Plastiplate, both photo- 
graphic and direct image, is 
easier to prepare and print—and 
with less cost—than any other 
offset duplication plate. 

To prove Plastiplate’s superi- 
ority, we will send you sample 
plates absolutely free. See how 
Plastiplate meets all your direct 
mail requirements. Just send us 
the coupon today. 


TIME-SAVING » CONVENIENT - ECONOMICAL | 
DEPT. 48 BRIDGEPORT 1, CONN. 


My duplicator is a 





Mode! No Send me free Plastiplates 


© Photographic © Direct Image 
typewriter 
cloth © carbon paper ribbon 
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Nome 


Firm 


Address 


OOO 82 8222828282 @2e2ee2024 


Remington Kand lac 
__——— ss 


Leases eeaeaeeeaeeeeee 


sounding style. Examples: “This is 
just a sincere Thank you,” “All we ask 
s... “I'm sure you will discover . . .” 
When Washington wrote to his wile, 
he closed his letter by declaring “I re 
tain an unalterable affection for you.” 
Which 
Washington 
but I 
mine would be influenced by such eru 
dite talk. 

Ac the 
disagree with the experts who insist you 
Writing 


two dit 


may have been all right for 
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century wonder if your wite or 


same time | would like to 


write as you speak. 
talking are 


tongues, as 
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Mark Twain 
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Sut a letter, 

audience, had 
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st ll And 
letter must be taken apart with the eye, 


re petitions. 
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human and meaty since a 


ts words and construction should be 


suited to eye perception. For instance, 


the letter writer must use contractions 


wont, arent, etc., are 


easy to hear but slow to read). 


sparingly (can?t 


The second rule ot language that’s 
supposed to get something done is 
SIMPLIFY YOUR SENTENCES. 
People outside the campus just won't 
i complex sentence 


sentences short, 
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em too short, or all the 
length. Effective 
After a 
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requ res 
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(nd write your sentences in a simple, 
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magazine Why 


l6th has been 


active style 
then the 


backwards 
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subject first and 
Don't 


known weekly 
Your 


ved,” when you can talk plain Eng 


write like i 
news 


letter of the 


(or we) have received 
loth”? Avoid re 


And shun too 


h and say “l 


your letter of the 


flexives and inversions. 


nany dependent phrases. It the sen 


tence gets the least bit involved or 
ngthy, put the 


considerations in a 


eparate sentence The lawyer won't 


ike it, but the customers will read it. 


3. WRITE IN PICTURES. When 
I was on the copy desk of a daily news 


paper years ago, | sat beside a guy who 


‘Put a picture in 
Since 


was forever saying 
then I have 
eflective 


letter or a 


headline 
that 


every 


learned nearly every 


writer, whether writing a 
history, employs the 
He has the knack 


that 


xt on ancient 
iple of imagery. 
words 


concret picture 


something to the eye or bring some 


thing to life through other 
Which 
ture 

or gulp? 


ing the things you see, hear, taste, smell, 


serises, 


word paints the viv dest pi 


jainted or swooned swaliou 


Practice by describ 


and feel—then see how many of the 


same words you can carry over into 


your letter language. It will do won 
flesh 


It you have written “This 


ders in putting and blood into 


your letters. 


plan provides protection for your bene 


heiary,” scratch it out and write “this 


plan promises to pay moncy to your 


wife so she can buy clothes and set the 


table 
4. MAKE THINGS MOVE. The 


only thing better than a picture is a 
mosing picture. \ letter should al 


ways have a sense of direction, o 


And the ! 


dual sen 
} 


going 


' , 
some w here inal 


tences and words should be sentences 
and words ot action The most elemen 


tal way to do this, course, is to use 

we verbs The English language is 
overloaded with adjectives and poverty 
stricken in verbs, but there are plenty ot 


you make 


them, learn 


them ready to work tor you tl 


, " 
them, collect 


enjoy them and use them. Just be 
vero-<conscious Remember when it 
ntion. It 


flays tne 
But 
veruos 


Don't 


moves, if gets atte 


eve and hooks the interest don't 
rwork tne they 
hold 
ad meeting ave a discussion; instead, 
meet or dis 

PERSONAI 
Rudolph Flesch in his 
Plain Talk 


you want to write Eng 


K 


just 
>. USI PRONOUNS. 
Art of 


famous 


read 
} 


which you must 


sh) shows how 


‘personal references” broaden the au 


nee and intensify the readability of 


And a letter 


certall 


the written word 
i personal contact 
] 


than general 


news writing does The 


personal touch even mor 


advertising 
mail-order man will usually insist, it 


he cant prove t by test, that lots of 
capital I's in a letter make it more re 
sulttul +O say /. Don't 


ind 


you mean / 
try to escape the rea 
perpetrate things like ; i the 
under 

And by the 
you, say it 


signed, Cle. 


same token, when you 


mean It greatly improves 


the meaning and readability of your 


letters to put the first and second per 


son pronouns right where they belong 
Many times you can 


spruce 


or paraprapn unpelies 


1d Oo ne circumiocu 


veaku 
The « 
nake delivery to any 
} 


Says, and 


| mn me-to-you 


s 
r 


i in pla 
ymmpan regrets that it 
cannot customer 


until October 1.” it you won 
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der what kind of a peculiar nincompoop 
dictated that. So you get out your 
pencil and put some human natural 
ness into it by means of pronouns: “We 
are mighty sorry we can’t deliver any 
thing to you till October 1. 


6. DON’T INFLATI 


| 
ican on adjectives, you give away your 


W hen you 
inferiority complex And there is a 
similar weakening effect when you try 
When you 


know your business and have 


too hard to be enthusiast 
conh 
dence in yourself and your product, you 
write with strength and character \t 
least, that’s what the reader feels as 
W ren you sound 


ver-exuberant, he dis 


a sort of sixth sense 
bombastic or o 


, 
counts you plenty Tests 


Tone down your cla ms af 
your superlatives 

And learn to pi k the right word that 
will stand on its feet without crutches 
Many adjectives, 10t most of them, 
epresent an attempt to bolster up the 
word or idea you're not quite confident 
out all the 


You 1] 


hind tew in good writing Adjectives 


ot As a drill, try crossing 
adject ves In a piece of writing 
In strings are particu 

course, the commones 


our triend very 


you see wery 
marking it out and see if you don't 
find = the 
What does the man of 


sentence more compelling. 


character say 
I'm very glad to see you,” or “I'm glad 


to see you Which glad carries more 


force? 


There are probably a flock of rules 


I have overlooked, and tor that matter 
t would take a book to deal with each 


one of those I have listed. But remem 


ber this is just a short session to pass 
ilong a of the points of letter lan 


we are convinced ; vital to 
" , 
securing a feeling or a reaction in the 


yuage 


fella who sits at the other end and reads. 
begging your kind indulgence. I'd 


like to close the morning lesson with 
several “how-to 
How to Write Language 
Gets Results 
1) Whenever you know of a letter 


that got desired results, study it. Take 


suyyestions 


Try to y 
Do this 
with enough letters, and you really 


learn something 


apart and scrutinize it uess 


ut the reason it did the job. 


check-list to 


keep fore you as you dictate or write 


Use the points you glean from ana 


») Build your own 


lyzing effective letters, the six rules list 


n anybody's writing, try 


ed in this article, and other ideas. Then 
stir and simmer, and distill out a per 


sonal list that fits your own needs. 


(c) Ask a friend or colleague or any 
body handy how he feels about a letter 
Don't ask him to be 
that’s a different 
But try to get him to re 


you have written. 
a critic and judge it; 
brand of cat. 
port how he feels or what he thinks 
about the subject matter or the idea 


you are seeking to get across 


(d) Take 
kind ot 


ry to fix it up by rewriting 1. 


a sample of the wrong 
and play with it. 
This 


hard work, but, man and 


language 


takes mental 
boy, it sure pays pretty dividends. If 
you take your letter writing seriously, 
this kind of drill is a must—and you'll 


soon find you enjoy 


In my humble opinion, you gotta 
1] ' f 
willing to make a nut out of your 
on this subject of the language of 
fect. You have to study and experi 
ment and constantly keep in mind the 
mpact of your phraseology on the read 
Because ilter all, the mportant 


is not how your letter sounds to 


what your English teacher 


t, but what it does to your 
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Yes, more than a million pieces a day leave Excello . . . 
printed catalogs, direct advertisements, brochures, book- 
lets and folders for Nationally Known companies of out- 
standing character. From this complete plant equipped 
to print letterpress, offset, mount and die cut, flows the 
sales tools of those who know that business is built on 
quality printed sales messages delivered on time. 
Priced competitively to give you a better printing job 
at a lower cost and still deliver the impact of quality. 
Quotations? . 
intelligent quotations. We want the jobs that 


belong to us. 


xceL.o PRESS ... 


LITHOGRAPHERS + PRINTERS 
400 NO. WOMAN AVENUE CHICAGO 24, 14 


sure. Our business is built on 








Bankers Are People 


by Burton Canaday, A 


at 
banking 


to 


yer relationship than 


r cust 
ne in the history of 
MORI is being d 
wuionship 

banker 


should ul ! in th ! in i the 


ne better 


re 


stateme smart realizes that as 


people’s money he 


as acquired a very definite obligation 


those people informed. Gone 
days when the banker operated 


Merlin the magi 


pric 


US ness e an 


\ firm customer-relationship can onl 


iilt on the rock of complete under 
Russakofl's story 1933 
With 


a 


brought with it a 


Bankers, relation 
whic hip, in ct it 
that o i 


us Same customer 
that 


te llow who 


about 
t the 


iKeT was time 


whose ends he was rack ny valls 


poolroom rather than 


worked in a bank began 
rounds 


“ some yustincation 


ke it, | 


intention 


ind ot ers, 


Ss not my 
to whitewash any of our mistakes. 
I mention the year 1933 because it 


} ginnit ft a new era 


birth year of public 
ig business 
are engaged in 


for newer and 


the community 
ind I believe 


statement which Mr. Russakoff 


1 part, 


ably complained ubout receiv 


”y no means the rule 


to 


NK IS 


in exception the rule. 
of this 


outl 


proot Statement 


briefly 


} " 
own Dank, 


to 


ine the 





REPORTER'S NOTE: Some months policy of 
ago. our friend, Joe Russakolf. wrote an t because it is exceptional in any way 
article complaining about the lack of nut bec I 
advertising technique on the part of 
banks his bank in particular. 
DMAA member Burton Canaday asked 
if he could answer it. We said “sure.” 
His position appears in our head. He . 
has had twenty-three years in banking , depositor 
business. : ind told only thos« 
We are glad to have Burton set Joe ngs think 
Russakoff (and us) straight on how ‘ He has now become 
some bankers feel about direct mail and 
public relations. 


my 


1 bel eve, 


’ made 


juSe It 1S, typical of 


eflorts bein by bankers 
roughout the nation to bring about a 


ymmplete understanding through 


treated 
whic | I 

nich powers-to-be« 
should know 
1 respected member of the family circle. 


and a sincere effort is being made to 


intormed condit 
both 


which might affect his interest in the 


keep him 


ind 


about ons 


trends, local and national, 


bank as represented by his 


Direct 
n our 


deposits. 


mail plays an important part 


Each 


receives a letter 


public relations plan. 


newcomer to the city 


of greeting from our President and an 


nvitation to make any ol 


! may 


use ol our 


banking facilities as the nee« 


This 


arise 


is followed a few by 
different 


w attention to ar 


days later 


letter, signed by a 
1h 


caull 


another 
otheer, lous 
ren 
that a 
hity 


departments and the services they 
1 
pointing out the 


ledge gained through hive 


“Caretul” banking are his 


d S$pos il whe never nec ded. 


These letters are 


word sales 


etters 


sufl nor rmai, Dut 


sions oO nterest 
new neighbor 
Believing as we do that our customers 
our natural that 
nds ite 


hav whole 


triends, s only 
that “Old 
1 


shoul 


ire 


the theory the 


best friends 


hearted approval, and 


quest 


tor new do not 
1 


over 


customers we certal 


OK OF neglect those whose names 


have <cn on [ 


At least 


nAAKC 


ou WOKS [Or a long time 


once each year our ofhcers 


personal caus OF nal ol our 


customers nake 


ev en 


ofhcers 
Our 


ved 


do not 


Bullpen, 


occupy 

Mr 

n plain vie 

It S$ not 


is 


necessary 


i battery o 


good business but because 


in cold 
ndivid 
pront. 


think 


lieve that bank ny 8 more ti 
figures shuffled about by selfish 


think only in 


terms ol 
ustomers urged 
ot *My 

1 1 

just the Dank. 
When it 
mn application 
to 
to 


ite 


bank 


becomes necessary to decline 
“Ne 


me de 


1 loan or to say 


effort is 


lor 
some request, every 
that a 


tion s 


full and complete explana 


s 


] 
Several years ago we were forced to 


nterest rates On Savings ac 


counts 


notice was given the pub 
intormat 
this 


papers 


on concerning 


- 
reasons behind move 


The 


dis« ussed 


was 
all 


rates 


printed in local cut 


in interest was with 
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each savings depositor as he or she 


visited the tellers’ windows. 


The public was given to understand 


that this was no highhanded move to 
increase bank profits but was rather 
brought on by decreased earnings, 
higher operating expenses, and a sincere 
cesire to provide the utmost safety 
for the depositors’ money 

Strangely enough, instead of havine 
withdrawals our total volume of 
savings deposits actually increased. 

The policy which we have followed 
through the years has paid rich divi 
dends in customer-loyalty. 

In January of 1948, one of our Vice 
Presidents, one of the Bullpen boys 


if you please, became seriously ill and 


was forced to take a leave of absence 
from his duties. Now almost a vear 
later, no day passes without several 
inquiries about his welfare. 

We like to think that bankine is 
human and a part life tself and 
that the banker has contributed in no 
small way to making his community 
a better place in which to live. 

I believe that the follow ng definition 


of public relations, as adopted by 


Indiana Bankers Association, describes 
in a clear and concise way, the goal ot 
the modern banker as he seeks to 
develop his greatest asset . . . Customer 


relationship: 


—_—<-—— 


ARE YOU A “LEADER” 
in DIRECT MAIL? 


This is the time of year when many 
firms (large, medium and small) are 
mounting their year’s printed promo 
tion in portfolios and are submitting 
them to the DMAA for judging in the 
Annual Contest 

This is the 21st year for the DMAA 


1 


contest. It has become an advertising 
tradition. 

If you have not already entered for 
1949 . . . better give it consideration 
CLOSING DATE IS SEPTEMBER 
FIRST 

If you win, you will get a tre mendous 
amount of publicity and goodwill for 
yourself and your company—all out 
of proportion to the simple task of 
mounting your specimens and paying 
the very small entrance fee (which 
merely pays part of the cost). 

In the DMAA Annual Awards Con 
test . the gorgeous campaigns, the 
gilt-edged brochures, stand no better 
chance of winning than the simple 
mail order letter-circular-order card 
combination. Effectiveness to do the 
job for which it 1s intended 1s what 
counts 

The winners receive international 
publicity for one solid year—a big re 
turn for such small effort. 

You can obtain entrance blanks and 
instructions by writing to 
Frank Frazier, Director, 
Direct Mail Advertising Association, 
17 East 42nd Street, New York 17 


complete 
Executive 
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“No Thanks... Bat J Never Gam 


You know the type I mean ... he wouldn't 
play poker for pennies, and he’s very con- 
scientious about it ... but he may be a reck- 
less gambler with his company’s money and 
not even know it. 

We're thinking of the advertising manager 
who is still doing his direct mail advertising 
work the hard way, when by using the serv- 
ices of a member of Mail Advertising Service 
Association, International (M.A.S.A.) he can 
eliminate many of the needless and costly de- 
tails that are attendant to any direct mail 
advertising program. 

M.A.S.A. is an organization of more than 
650 privately owned direct mail producing or 
distributing organizations convenient to adver- 
tisers everywhere. And they are more than 
willing to serve. 

There is no gamble when you use an M.A.S.A. 
member . . . and, as a matter of fact, the 


chances are the costs may be less and the re- 
sults greater because of the suggestions or 
helps from an M.A.S.A. member. 

Whether your need be a simple mimeograph 
job... a mailing list or a complicated and well 
thought out campaign you will find an 
M.A.S.A. member can do the job with intelli- 
gence and efficiency and at a fair price. 


You will find M.A.S.A. members capable of 
starting from scratch and developing, produc- 
ing, and mailing a complete campaign or any 
of the following services mailing, mailing 
lists, multigraphing, mimeographing, typing, 
addressing (typewriter), addressing (longhand), 
addressing (mechanical), personalized letters, 
speedball personalizing. private mail list main- 
tenance, creative art, plans, ideas, copy, print- 
ing, offset, lithography. planographing. address- 
ograph, plate making, Elliott stencil cutting, 
folding, collating, inserting, display shipping, ete. 


Send us your name and address and we will send you a list of our members who can serve you. 


When it comes to direct mail advertising ...to play safe... consult an 
Vf.4.S.A. member first ... you'll find it pays. 


MAIL ADVERTISING 


18652 FAIRFIELD AVENUE 


1949 


SERVICE 


ASSOCIATION, INTERNATIONAL 


. DETROIT 21, MICHIGAN 





Mailing Lists 
Can Be Too Good 


by Orville (Bus) E. Reed, Howell, Michigan 


done on 
lists “cleaner 


Determining who should 


mailing list and who should be taken 


off, 1s 


: affecting the 
entire direct ma 


1 serious prol 
ind should 


“ ipproa hed 


There if 
hnancial rat qualit 


name (thers determine mail 
the number 


handled, et 


q ial nh 
piovees, 
it too fe 


the 


the purchase 
4+. Can 


with 


this 


the prospec 
ition 
ng talk 
ot readers Perhaps 


1 tamil “N 


You 


to a list of, say, 


mail your letter or house organ 
10,000 prospects 


Many ot 


buyers 


good 
ind indifferent. the names on 
that list are not Many of the 


names on that list what you 


cao not use 


but may be well worth 


culu ng. Many 


names on your list, 


“influence” and 


hile not buyers, have 


‘ 
hrougt 
Ic 


» word of mouth advertising 


do you a lot of good or harm 


y 
Men who gather at luncheon with 


isiness acquaintances discuss many 


1 subject 


phases of business, and when 
“ hate ver you make 


ndifferent 


nvolving 


nes up 
names on 
wecome ambpassadors 
} 


good Vv tor 1 or jus the opposite 


Joe Doaks, who is on your list but 


, , 
i qualihed buyer, may be playing 


dge some night, and the subject of 
produc r whatever you make or 


He, by 


“l word for you, can 


nay come up putting in 
influence a 
ndirectly 

own experience I have received 


ls of inquiries from heads of 


esses not on my mailing list. When 
individuals 


sucn 


estigate how 


ibout me and services, they 


1 me that 


some triend or bus 


ess acquaintance, in ¢ usual conversa 


recommended me to them 


Don't overlook this matter 


] ] 


maining list as 


Make your 
| I'ry to include on it 


as_ possible But, when 


inating names, be 
liminate any 
somcorse 

way, add to your 


ime 
REPORTER'S NOTE: 


it's the old story of 
In nearly 


In other words. Bus 
Centers of Influence 
every continuing campaign of 
should be a 
people who 
who can be 
But these lists should be sep 


direct mail promotion. there 
Centers of Influence’ list 
are not actually prospects. but 


ambassadors 


arated from the main list 
cases handled differently. Leon Bamberger 
of RKO does it expertly when he tells edu- 
cators or Government officials what his com 
pany is telling 
@ new picture. 


and in some 


its customers (exhibitors) for 


In these days of high costs. etc... .. I'm 
inclined more and more to theory that most 
lists should be broken down into reasonab'e 
classifications. Instead of one list. and spend- 
ing exactly the same on each name on list 

budget the spending according to 
classification. On the best prospects or cus 
tomers. spend the most 
through the 


coun 


and then cut 


down classifications. On «a 


recent ling case I saw a large 


thousands of dollars by 
heaving his 240.000 custome 


on one master list. 


operator wasting 


and prospecis 
All names on list received 


same material on every mailing Yet. an 


examination of records showed variations 


from pennies to thousands of dollars in aver 


ege annual purchase and four distinct 


types of purchasers. By separating list. and 


budgeting type of approach. this operator 


can save many. many times the cost of the 
extra work of handling each group separately. 
For instance. instead of sending an expensive 


catalog or booklet to all names (as in the 
send an announcement 
group 


immediately 


past) he will now 


or “olfer’’ letter to the lower to get 


requests from those interested 


and for some classifications he will 
send part of the 
booklet. His 
shots 

I've added this 
although I agree with 
should all be 


on direct mai! 


catalog or part of the 
“best names” will get the full 
because 


lengthy rebuttal 


you in principle. we 
careful not to waste money 
By all means use the theory 
of radiation or centers of influence, but let's 
be sensible to be 


in budgeting the money 


spent on each group within our list. 


H. H. 


From Philosopher. h.m. of Kalamazoo 
Vegetable Parchment Company. 
G. Stewart. Editor 
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If your product, service or idea is of interest 
to direct mail users and producers, advertise 
in the Convention (September) Issue of The 
Reporter. Show our readers how you can 
help them “Beat The Squeeze”. Closing date 
is August 17th for copy to beset; August 23rd 
for complete plate. Your reservation should 
be made now by writing, wiring or phoning. 


es 


The Reporter of Direct Mail Advertising 


17 East 42nd Street, New York 17, New York 
VAnderbilt 6 - 0888 Murray Hill 2 - 1607 
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One Advertising Man 
to Another 


GEORGE KINTER’S MONTHLY LETTER EXPRESSI 
ONE MAN’S OPINION 


When | 1 home th , th k or) product 

Henry, | I 1 yer 

erator to get some \ definition f . I think 

1 spot of soda | always take lary tound that sizz This has 
ippetite, but before I g lo , to hurt advertising than 


r door open I hear i¢ produc lling. It permits of greater 


the lirection of the cook ) XKag ration more false and mis 
which the missus w | 

hemes experience in 

realize that the 

nust be sold on what a product 


I believe that it can bx 


There isn't 
about soa 
f the things 


c sell ng « 
en stepped up to 
peoole ure closing 

of it and those in the 
rt nte ligence if 
from one brand to 

rzle selling is increased 

don't have to be i 

has been demonstrated 

sell ng angle use 1 by 
in the San Francisco, 
1d Fresno area (it foll 
the pattern 
the reformed 
aims, Dut 
it paves the way 
ist in't sizzl 
s iperlatives 
those two in 


what 


yutdone 


months ago y a com OT, SIZZ u s adver 
ation and from cor ng with superiative nad exaggera 


h Newell Gutradt. I : vhict pur h mpetitor to 


it they are enjoying a ' I n n isnt long 
} and downright 


} | 

nd making 
iw made. 

admit that 


Some 


isininity 
i 1dvertisement in a 


1 The Office. It carried 
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FRANK FRAZIER 
Executive Director 
Direct Mail Advertising Asa’n 
New York, N. Y. 


JAMES A. CLARK 

Extension Secretary 
LaSalle Ertension Univ 
Chicago. Illinoia, 


HONORE DREW HARRY E. FOSTER 
Advertising Consultant President 
Forest Hills, N. ¥ Harry E. Foster Advertising Ltd 
Toronto, Ontario, Canada 


HARRY A EDWARD N. MAYER, JR 
Vice F -remdent 
-Seybold Compa 
veland, UO 


A. M. SULLIVAN 
idvertiaing Manage 
Dun & Bradst 


eu 


L. T. ALEXANDER 
Mgr. Direct Mail & Supply Diva. 
E. 1. duPont de Nemours & Co 

Wilmington, Delaware 


MANNION 
Manager 
atories, Inc 


cago, Illinois 


You don’t have to be a member of DMAA to attend this contort cé 











Tin 


OF THE 1949 DIRECT MAIL ADVER 


Cc. A. BETHGE 
vAldene Ine. Wednesday, September 21st Thursday, September 22nd 
Chicago, Illinois 
- 9:00a.m. “HOW WE USE DIRECT MAIL TO 
3 ’ THE § JEEZE” Sessio ‘ F 
9:30 to 12:30 Uninterrupted period for inspection of EAT b 7 bs — A ; hae : ae 
Commercial Exhibits and for study of first show SERES Se Ne SO See oo 
ing of winners in BEST OF INDUSTRY Direct 
Mail Advertising Contest 1. INDUSTRIAI Rebert M. Gray, M inager, 
Advertising Sales Promotion Department, 
Esso-Standard Oil Co., Inc., New York 


9:00 a.m. Registration Desk Opens 


Street Journal, New York 


12:30 Opening Luncheon and First Genera] Session 
Chairman: Dale Y. Ecton, DMAA President 
( Manager, Advertising Distribution, Trans World ) AR eed BD Bias Slee Pio 

Airline, Kansas City, Missouri) motion, National Retail Dry Goods Associa- 


Luncheon: Keynote Speaker Robert W. Jack tion, New York 


son, President, Alden’s Inc., Chicag 
. or eens saan FINANCIAL—John T. McKenzie, Advertis 
“SS net Ma eee Recess: 15 minutes ing Manager, Standard & Poor's Corp., New 
The Wall Street Journe 
New York, N.Y. York 
2:: .m. “Operator 25” eg \ sha s 
30 ere | . : “ - = - hall —— _ PUBLICATIONS—CIRCULATION—Francis 
dvertising & Sales Promo anager. ’ 2 ’ 
eB ; agg — . DeW. Pratt, Cire ulation Direc tor, TIME, Inc on 


lins Manufacturing Corp., Warren, Ohio N.Y 

Announcement and awarding of certificates to 

winners of 1949 BEST OF INDUSTRY Contest Thursday afternoon—Clinic Sessions 
Herb Buhrow, Chairman, Contest Board of 
Judges (Manager, Mail Sales Department, Mx 
Graw-Hill Book Company, New York) FUND RAISING—Speaker to be announced .) 


DMAA Annual Business Meeting LETTER WRITING — Charles V. Morris, Vice 
President, Rheinhold-Gould Paper Co.. New 


2:00 to 3:30 p.m. 


6 p.m. to 8 p.m. “Get-Acquainted” Cocktail Party 
staged by DMAA Board of Directors York 





B. KONSELMAN 
& Public 


Relations 





Aaragheusan, Ine 
ew York, N.Y 


HOW TO REGISTER... 


PLEASE register IN ADVANCE, because we must 
unticipate attendance for luncheon and other events. 
Use enclosed advanced registration blank and mail to 
Frank Frazier, DMAA, 17 East 42nd Street, New York 
17, N. Y. On or after September 12 mail to DMAA, in 
care of Chester Price, City National Bank, 208 South 
LaSalle Street, Chicago, Illinois. Make checks pay 


able to Direct Mail Advertising Association 


ALI users, producers and suppliers of direct mai 
ire invited to attend this 3-day Conference. Bring your 
associates and friends, but provide for their registra 
tion early. You don’t have to be a member of DMAA J. M. TILLOTSON IRVING ROBBINS 
CHARLES V. MORRIS to attend President Robbins & Barber 
View Preandent Modern Handcraft, Ine New York, N.Y 
Rheinhold-Gould Paper Co Kansas City, Missouri 
New York, N. Y 


E. PETERSON JAMES H. BRUNDAGE 
and Mktg. Service Dir idvertising Manager 
Bismarck Hotel 


FRANCIS DeW. PRATT HORACE BAKER WILLARD FOX 
culation Director Baker & Baker & Assocates Systema Publications 
, Cleveland, Ohio Remington Rand, Inc 
Ne York, N 


E 
Research 
Forbes Lithograph Mfg. C« 
Boston, Mass Chicago, Illinoia 
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ISING ASSOCIATION CONFERENCE 


POINT OF SALE—E. E. Peterson, Research and 
Marketing Service Division, Forbes Lithograph 
Mfg. Co., Boston, Mass. 
PUBLIC RELATIONS & PUBLICITY—Irving 
Robbins, Robbins & Barber, New York 

3:45 to 5:30 p-m. 
INDUSTRIAL DIRECT MAIL—W. A. Marstel- 
ler, Vice President, Edward Valves, Inc., East 
Chicago, Indiana 
RETAILING—to be announced 
MAIL ORDER— Professor Robert Harper, Schoo! 
of Commerce, New York University, New York 


6 p.m. to 10 p.m. Buffet Supper and Entertainment 
staged by DMAA Board of Directors 


Friday, September 23rd 
9:00 a.m. “HOW TO GET MORE RESULTS WITH:” 


Chairman: F. R. Kirby, Promotion Counsel, Sat 


urday Night Press, Toronto, Ontario, Canada 


1. RESEARCH AND DIRECT MAIL—Leonard 
Raymond, President, Dickie-Raymond, Inc., Bos 


ton 


». NEWSPAPER & MAGAZINE COUPON AD 


VERTISING Irvin Graham, Author of “How 


to Sell by Mail”, Account Executive, Roberts & 
Reimers, New York 

3. RADIO & TELEVISION—David Lasley, Pro 
motion Manager, National Broadcasting Co., Chi 


cago 


12:30 noon — Official Luncheon 
Presiding: DMAA President-Elect 
Guest Speaker: Thomas Beck, Chairman of the 
Board, Crowell-Collier Publishing Co., New 


York 


Friday afternoon 


2:30 p.m. “BEAT THE SQUEEZE WITH:”"—Chair 
man: James A, Clark, Extension Secretary, La 
Salle Extension University. President, DMAC of 
Chicago 
1. PRINTING PROCESSES AND LETTER 
SHOP ECONOMIES — Edward N. Mayer, Jr., 
President, James Gray, Inc., New York 
2. IMPROVED OFFICE PROCEDURES— Wil 
lard Fox, Systems Publications, Remington Rand, 
Inc., New York 
3. LIST USE AND MAINTENANCE J. M 
Tillotson, President, Modern Handcraft, Inc., 
Kansas City, Missouri 








DAVID LASLEY F. R. KIRBY 
Promotion Manager Promotion Counsel 
National Broadcasting Co Saturday Night Press 
Chicago, lilinois Toronto, Ontario, Cana 


IRVIN GRAHAM ERIC SMITH 
Account Erecutive President 
Roberts & Reimers Burroughs Incorporated 
New York, N.Y Los Angeles, California 


HOW TO GET YOUR HOTEL 
RESERVATIONS... 


For room reservations in Chicago please write direct 
to the Congress Hotel. Be sure to mention that you 


are attending the DMAA Conference. 


For further information or additional regis- 
tration blanks write: Frank Frazier, Executive 
Director, Direct Mail Advertising Association, 17 
East 42nd Street, New York 17, N. Y. Phone: 
VAnderbilt 6-1479. 


MARSHALL ADAMS 
Adv. & Sales Promotion Mgr 
Mullins Manufacturing Corp. 

Warren, Ohio 


School of Commerce 
New York University 
New York, N 


PROFESSOR ROBERT HARPER 


ROBERT M. GRAY 
Manager, Advertising 
Sales Promotion Dept. 

Esso-Standard Oil Co., Ine. 
New York, N. Y. 


JOHN T. McKENZIE 
idvertising Manager 
Standard & Poor's Corp. 

& 


New York, N 


W. A. MARSTELLER 
Vice-President 
Edward Valves, Ince. 
East Chicago, Indian@ 


LEONARD J. RAYMOND 
President 
Dickie-Raymond, Inc 
Boston, Mass. 


W. E. SMITH 
Manager, Sales Promotion 
Pitney Bowes, Inc. 
Stamford, Conn. 





CONFERENCE COMMITTEE 


General Chairman, Roserr W. Jackson 
President, Alden’s Inc., Chicago 


Advisory Committee Attendance Committee ilen M M. Glen Mill Adv 
man: John B. Mannion, Advertising Chairman : Michael Mannion, President A sences 
ustenal Laborat es, Ime Michael Mannion Advertising Agency George F. McKiernan, President 
Chicago G. F. MeKiernan & Cc 
jent. Alden’s Inc Joseph Stoneking, Advertising Manager John B. Mannion, Advertising Manager 
General Box Co Austenal Laboratories, Inc 
Extension Secretary, LaSa Roy Rylander. President. Rylander & Co Novelties Committee 
: n University, Chicagx Frank Fetherston, Advertising Manager ‘ man: Abe Mitchel 
James H. Brundage, Advertising Manag Frederick Post & Co Exhibits Committee 
Bismarck Hotel, Chicage W. C. Etheredge, Promotion Manager, United Nationa! Chairman: Horac« 
A. J. Weinsheimer, Magill-Weinsheimer States Steel Supply Co Baker & Associates, Clevela 
Chicag N. A. Shallat, Advertising Manager Local Chairman : Robert Stone 
Publishers Digest Co dent, Nat'l Research Bureau, Chicago 
Program Committee Mrs. Hattie Oswalt, Seeretary, Michael Entertoinment Committee 
Chairman : George Pfeiffer, III, Manage Mannion Advertising Agency Chairman : Zeke Foster, Midland Paper ¢ 
Book Division, Lane Pub. Co.. San Francise Maurice Elgutter, Advertising Dept a c - . . 
J. A. Clarke, LaSalle Extension University Van Auken, Ragland, Stevens Co ( ~~ - liff Johnson. Direct Mail 


Ch +¢ —, —— Publicity Committee Advertising Club of Chicago 

E oath . . artes SO . , Ge rman is A Carte Extension Seeretary Graphic Arts Committee 
. — , aSalle Extension University, Chicago Chairman: Frank J. Beatty, Graphic Arts 

: T A: — a “4 — eas A . President, Direct Mail Advertising Club of Ass'n, Chicago , . 

Division . Wilmington, Delawa Chicago Speakers and Service Committee 
. omeen Street Journal. N. Y Financial Committee Chairman : To be announced 
Richard Messner, V esident, Brogle & Chairman : Chester Price, City National Ban ladies Committee 

& ust Co Chairmar To be announced 





CO-SPONSORS OF CONFERENCE 


tional Association of Electrotypers and ndus dvertisers Associatior 
ypers, Inc tional P rade Association of the U.S 
irance Advertisers Associatior *rinting Equipment Association. Inc 
hers National Association 

rtising Service Associat ix 


n of Photo 


ertising Associatic f America, Ine 
s Advertising A sion 
Advertising ¢ 


Chicag I ci Chicag 
D t 1 ¢ Chicag 
t Chicag 


Chicag 


DIRECT MAIL ADVERTISING ASSOCIATION, INC. 
OFFICERS AND BOARD OF GOVERNORS 
HARRY A. PORTER HARRY E. FOSTER SULLIVAN 
\ V I t Canadiar Pre ler y-T ASU 
Scybold Company ster Advertising, Li in & Bradstreet 


or t ntari ' New York, N. ¥ 


ALEXANDER . H. BRUNDAGE ALICE HONORE DREW 
ct Mail & Supply Div nz Manag I sident Advertising Consultant 
nt de Nemours & ¢ n Hote gu ighs orporated I t Hills, N.Y 
Delawar ‘ Iihir ‘ 
EDWARD N. MAYER, JR GEORGE PFEIFFER, Il ¢. SMITH Executive Director 
> ent Manag Book Div anager, Sales Promotior FRANK FRAZIER 


I i 
James Gray, Inc Lane Publish. ng Ce Pitney Bowes, Inc 17 East 42nd Street 


a 
New Y Fra « a nia Stamford, Conn New ki 





: — 
that should warm 


a sizzle for salesmen 
the heart of Mr. Wheeler. 

Heading a two-page spread aimed 
at ofhce equipment dealers, was this 
sizzler 

“Here is the first really revolu 
tionary SELLING IDEA to hit the 
typewriter held in 40 years (Excla 
mation point). It is the SENSA 

TIONAL New Personalized SIG 

NATURE by Woodstock 

I was sizzled nto reading the small 
type to learn that th SENSA 
TIONAL” feature is a Plastic, factory 
made signature of the operator that 
can be mounted on the typewriter 

Says the copy The brilliant new 
signature marks the troduction of 


the bigyest typewriter sell ng story 
1 


since the advent of Visible Typing. 
This is not just another new model 
ums a pe rsonalized typewriter actu ally 
labeled with the operator's own name 
It's a basic contribution to the oper 
ator’s pr de of workmanship It’s a 
patent sales with universal ap 
peal. And, 1 lu with Wood 
stock 

To prove he MA ; n I al’ and 
“revolutionary 1 couple 
yf miniature operators are wn dane 
ing in great glee around large illus 
tration of the typewriter 

In my opi . this ad rates 
99 44/100 percent in asininity but it 
could well have topped 100 
had it shown several typewriter dealers 
dancing in glee at this sizzle-selling 


percent 


idea 


But enough on sizzle-selling for this 


time, Henry. I feel a sort of gnawing 
in my stomach that was cheated out 
of that sizzle sold steak and I'm going 
to the kitchen I tn some cheese 
and crackers I will enjoy 
the cheese z sold on 
that. 


“Do you have some good sharp 


cream cheese I asked the cheese man. 


He answered nary a word but cut a 
sliver of a piece and handed it to me 


} 


on the end of his knife He watched 


me wrap my tongue around that tasty 
morsel, poised his knife over the piece 
and asked, “How much? 

‘A couple of pounds,” I said. 

He cut and wrapped it, and after 
the change he 
noted that I was still smacking my lips 


he pave 


hand ng me must have 


over the sample me, so he cut 
inother slive I handed it to me. 
Then turning to the other customers 


th ] 


, ' 
n line, this sizzleless salesman, who 


' "1 , 
knew only how to s cneese, merely 
said 


“Next.” 
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DIRECT MAIL 
RESULTS 


Recently received a report from Mar 
shall Cline, Direct Mail, 
National Life Insurance 
Montpelier, Vt... . on their recently in 
stituted Direct Mail program 


Manager 


Company, 


The campaign, briefly, is made up 
of a series of six letters (on social secur 
ity, mortgage retirement, retirement in 
come, educational plans, “your plan for 
“pocketax”). Cost to the 
agent is 6¢ per person per mailing. NLI 


sec urity”, 


contributes at least an equal amount. 
Agent furnishes his own main office 
with a list of names (maximum 25 a 
week) and the secretary transfers to 
the reply cards showing which 
type of letter desired. They are then 
shipped to Reply-O offices in New York 
and processed. From there they go to 
Vermont for Montpelier postmark and 


} 


first class mailing. 


Return cards are addressed to home 
office . . . so that person’s name can be 


booklet 


They are then forwarded to agent for 


stamped “in gold” on free 
personal follow-up. 
arshall line tells us, after s 

Marshall ¢ tel 1 after six 
months of operations, that 215 full-time 
agents of a possible 550 are participa 
ting. They account for 5000 letters a 
month 

Anyway, here are results after a half 
year's mailings 


Incidentally, it is interesting to 
how National Life sells its Direct Mail 
by Direct Mail in its house magazine 
But Mar- 
shall says he finds it necessary to make 


ind in special brochures. 


personal field trips to the agencies to 
back up the direct mail. 


ABOUT OUR COVER: George 
Pfeiffer III is credited with origina- 
ting the theme for the 32nd Annual 
Convention ... “How to Beat the 
Squeeze.” A good one. But ever 
since George pulled it out of the 
air, everyone connected with the 
Convention has been trying to 
find some picture or design to 
dramatize the theme. After count- 
less suggestions The REPORTER 
finally selected wrestlers for our 
cover. All business people are 
wrestling with problems of .. . 
How to Beat the Squeeze. This 
picture was furnished by Rudy 
Dusek of New York who handles 
most of the eastern bouts. From 
the photo, artist Howard Wexler 
designed our unusual, but simple. 
cover. 





Among the many designs sub- 
mitted for dramatizing the DMAA 
Convention theme “How to Beat 
the Squeeze” the most humorous 
(and corny) came from Ed Hamill 
of the DMAA Research Staff. We 
are reproducing the rough pencil 
drawing which Ed handed to us 
with tongue in cheek. Possibly 
to confuse us even more than we 
were confused. He should have 
made the spikes more prominent 
.. but you'll get the idea. We are 
forwarding Hammill’'s fashion 
idea to the Chicago Entertain- 
ment Committee. More appropri- 
ate there than for the program. 





Playing 
POST OFFICE 


By: Edward N. Mayer. Jr. 


obviously the money must come from 


4 nepl aC 
What 


1 trom 


better place to get some of it 


ncreased rates is the ques 
1 the Halls of 


around the 
' 


to 


asked 
And there 
i very good answer to that question 


m being 


doesn't seem 


myress 


Until the petition to bring out the sal 


ull was completed there was more 


a probability that we'd have no 
it this time. ( Before 


> 
creases Rates 


want to empha 
p ; 1 
oO; po cad 


but for the life of 


oO any furiner “ec 


that 


cased Post 


= @ 


ire we are not fo in 


What ts the 


MT) pric \ er 


salaries 


see why every increase in 


10 Pe tied to an increase in 


have 


the Department of 


Salaries been increase 
Pus 


Sub 


le riculture 


ongress rht t havent scen any reduction in 


y any Rate leg s dy payments to farmers to make up 
differences ) 

tact, although the Senate Sub 
Senator Neely was 


Rate Bill ( 


mittee under 


ng on a tenative 
d to 
like 


forthcoming 


month ) 
mmediate 

In tact, 
j th 


er appeared bdetore € 


you last 


iny 


nittee on June 30th 
covering 


Oth« 


no change 


ission 
Post re« 
rd class rates 
took place 


postal car 


class rates 





More Tested Mailing Lists 


100,000 
80,000 
90.000 
15,000 

500.000 
28,000 


Music Lovers 

Chemists 

Public Accountants 
Taxation Specialists 

State & County Employees 
Fiscal Agents 

descriptive cards on these and many other lists 


Ask 


Iudustrial List Kureat 


fer 
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mmediately he in 
timated that it didn't make 


sense to touch rates until the Post Ofhce 


well be increased 


( ag in) 
about its actual costs 


knew more 


On rates 


side, although 
being discussed in 
full 4 


(to set up A 


the House 
ses 


Mt. 


Executive 
ommittee, the 
Postal 


were 
sions of the 
Pot 
Rate 


George bil 


Commission ) which was troduced 
last January, was taken off the shelf and 
} i} 


a sub-committee set up to hold hear nys 
on it 

In tact the first he ining was held on 
July 26th with Deputy Third Assistant 
Postmaster General Nelson Wentzel the 
Mr. Wentzel 
rom Postmaster General Jesse M 


Tom Murray 
wihi« h the 


only witness read a briet 
letter 
Donaldson to Chairman 
House (¢ 
General 


that it 


ol the mnimittee, in 


Postmaster was 


his comment cou 


opposing 


he either was I ng r PI 
St. Creorge 


some ol 
Donaldson 

ows 
Congress 
shoul control of the rates to 0« 
fixed 
Howey . l i aN no 


Postmaste 


| | 
1« Various classes Of mat 
| objection 


eT specia 
vdjur real postal 


should 


the 


Office Depart 
constantly 


] 


postal 


rate 
ment 
studying tie n the 

| nal ounce 
cost of handling the various 


mail At 


inv of these subjects 


present when 
nade ot 
the utiliz n o 
De riment 
Howe er 


Post 


requires the time 


ofhcials » the who al 
have a tull-time job 


r} 
ne 


proposal submitted by 
master General is the result of $ 
cure has 
the present method. 


ngs ol the board then no 


been provided over 
Extensive hearings by the committec 


n both houses would still be possibl 


The 


future 


reation of such a rate 


board 


studies should not resuit 
any deiay in Congress action 
ised rates now in th 
sf oun? posta 
ind mounting postal 


One thing appeare 1< 
ind that 
House ( 


nt seek t 1s r t. Georg 


Donaldson's letter 
prehension ti omm 
c 
| 


s 
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Surprisingly, the Postmaster General 
made no mention in his letter of the 
tact that the sett ny up of an advisory 
council is provided for under the re 
organization of the Post Office Depart 
ment proposed by recent directive of 
President Truman nd now almost 


certa'n to go into efte on August 19th 


Althou 


Chairman of the 


gh Congressm Herlong 
Sub<ommiuttee an 
nounced there would be further 
ings, things changed very quickly 
by July 28th the whole picture took on 
new look 
toth House and Senate Committees 
met on that day and th illy hum 
ned The 


all about the St 


ointed two Sub<ommittees to study 


House ning to torget 


Creorge ( u ip 


ncreased rates and between them to 
ittempt to write a new 
Fourth and Special Ser 
be handled by a Sub-committee headed 
by the same Congressman Herlong who 
gy hearings on the St. George 
an appoimntme! t nded to 
ude any | 
the rate proole 
Second and Th 


handled by a 


Congressman Georg 


The two gr 


ecutive session) 


probably will 
proposals 
there's 
those 
<c USM | it ' sen 
same July Sth 
In the Se 
to wait unt 
to discuss the 


tor Neelys 


posals in the bill while not definite 
seem to us to be pretty much what we 
can expect in any bill as finally written 
by either Senate or House. 


For your enlightenment, the first 


proposal would double the rate on post 
ind postal cards. The new rates pro 
posed for Third Class (and please 
\ugust 


Ist, and lots of things can happen be 


remember we're writing this 


tween the time a bill is be ny discussed 


n Committee and the time it reaches 


the Floor of the Congress) contain 


voth an increase and a decrease. 
The Third Class rates that are being 


discussed now continue the present 
‘9 


rate of 2 cents for the first ounces 


and | cent tor each additional ounce 


or ordinary Third Class but elim 


inate entirely the rate for 24 page 

; , . 
DOOKS, etc. O | cents tor each L 
ounces. Sec. 562 P. L. & R. is con 
nued BUT the rate per pound for al 


Third Class printed matter up to 8 


be 12 cents with @ min 


ounces will 
mum of one and one-half cents a piece 
Seeds, bulbs, 


roots, plants, etc. can be mailed unde 


instead of one cent. 


r 


Sex S62 at 


10 cents a pound with a 
(Ah, 


the dear Farmer!) Finally, the mini 


minimum of one cent per piece 


mum rate for “odd size” pieces of mail 
remains at 3 cents. 

As we've said, these 
tentat 
notice, but they well may be JT. Note 


proposals are 
ve and subject to change without 
that they increase the rate for a sales 
letter 50 per cent from one to one and 
i half cents ind at the same time 
rease the rate on catalogs, books, et 
(from 10¢ to 12¢ per pound) 

vt the post card rate 


trom one cent to two cents is supposed 


wring in $36,000,000 and the Third 


Class increase $23,000,000 


close to 60° of the total increases that 


or pretty 


have been (tentatively) proposed. 
We wish we could be more definite 
but if it’s not too late when you 
read this, we recommend that you keep 
itself (in 


both Senate and House) and let your 


your eyes peeled for the Bill 


Congressman and Senators too, know 
what increasing post card and Third 
Class (not to mention ) Second, Fourth, 
ind special services, will do to your 
business these uncertain days. 
Straw-In-The-Wind 
While the ; | 


Department 
yrospects tor enactment ol 
postal rate legislation are more likely 
now than they were before the pressure 
began for additional pay raises, it will 
require very speedy action by each of 
the committees to get a bill passed be 
fore Congress adjourns the present ses 
sion 
The adjournment goal of majority 
eaders in Senate and House is the 
week-end of Labor Day, while minor 
ity leaders, particularly in the House, 
want an earlier adjournment. On the 
House side, there also is a_ possibility 
t will conclude its work on “must” 


tion in mid-August and then 


a gentleman’s agreement which 


would permit most members to go 


Under such an 


agreement, a small number of 


home immediately 
House 
nembers would remain here and would 


' 
meet each third day, as required 
law, until the Senate was ready to ad 
jwurn 


It the 


virtually impossibie Tor any 


House does this, it may be 
action to 
« taken upon postal rate legislation at 
this session because it probably would 
require at least two weeks to report out 


ny bill 





— 1872 


INC 


NIG RAVERS . 
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SAVE TIME 
AND MONEY! 
TIE BUNDLES 
AND PACKAGES 
THE EASY WAY 
WITH THE FAMOUS 
SAXMAYER 
NO. 6 TYING 
MACHINE! 


i 
M 


Latest addition to the SAXMAYER 
line is this highly efficient general 
purpose machine especially suited 
for tying such things as mail in 
direct mail departments. Using 
either twine or tape. it ties all 
shapes and sizes of packages up 
to 6 inches high. Attractively 
finished in enamel with white 
porcelain top. Legs furnished at 
slight additional cost. 

Whatever your tying problem 
there's a SAXMAYER to meet 
your requirements. Write for il 
lustrated folder describing 20 
standard SAXMAYER Models 
serving over 100 different in 


dustries. 


NATIONAL 


BUNDLE TYER COMPANY 
Blissfield, 


Michigan 











































































































Strictly Mail Order 


Reporter's Note r THE KEPORTER 









































Here's an unusual case history which styles of design all unexplained in 


though humorous, is tinged with trag the letter. And then to top the climax 
y z MY I 


of “expansive vagueness nowhere 


ly 

The circulation manager of a leading could we find a return envelope. We 
ircul: anager a le: g 

’ . : ; 1 - 

Catholic magazine started a recent re SupPpos, this is another case where The 

newal letter Reporter will be told by an indignant 

creator that returns are “very satis 


factory.” O.K 


ibly be a whole lot better if someone 


but they would prob 


took the trouble to make it easy tor 
the prospect to understand and or 


Just a simple little problem of plann 


nsw 

Several days after the mailing, the 
tollow ng letter was received from a rs 

Rectory in Missouri 
Fat CAN YOU BUY cigarettes by mail 

7 ” : legally ? The Eastern Tobacco Com 

pany, P. O. Box 46, Wilmington 99, 

Delaware is doing a good job by mail 

to convince customers and _ prospects 

that news stories pl ted” by tax ofh 

cials In many states are untrue One 

recent flyer enclosed in New York mail 

: ng read (Other states received sim- 

Maybe we should lar localized treatment) 

openers with a double me: ng I t £ t 


Wonder who plans the mailing pieces 
Cardinal Neckwe ar, 357 Fifth Ave 
x, Ne Ww York? 


1 


their latest with some amazement 


We've been studying 
overlooking the fact that our sample 
vas iddress« | to Mr H Nok« 
In with the letter is an assortment of 
swatches showing designs available in 
dard line of $1.00 ties 
The letter emphas zes this standard 
ind says: “When ordering, simply ib 
preter, enclosing Good tor Eastern! It is this repor 
or money order.” (No order ter’s contention that State Laws should 
The letter 
“For Knitted ties and Bow ties mail. This is a big country. We are 
Order Form below.” That order getting closer and closer together 1s 


n the sample $s you 


concludes with a 1ot interfere with doing business by 


rm is printed on bottom of letterhead transportation speed increases. State 


} 


$s § ghtly confusing since it in 


fl 


ind local barriers are silly. We should 


des three different types of ties, thr v¢ able to sell all legitimate products by 
flerent colors, and three different mail without interference 
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THATS A GOOD SLOGAN being 
used on his Postage Meter imprint by 
Whitt Schultz, Northmore’s Home pro- 
ducts, P. Highland Park, 
Illinois. 


fox 756 


It reads: 
THINK, TALK, BUILD 
For PEACE and PROSPERITY! 
Use Northmore’s 
DISTINCTIVE HOME Products 
Whitt is kind enough 
slogan was inspired by our 
Hot Dog story. 


to say that the 
Trundle) 


Incidentally Whitt is doing a 
wondertul job in advising veterans and 
students on the dangers and advantages 
Wish we had the 
room to print entire script ol his recent 
» Highland Park 
Press. It any of you are interested in 
Whitt might be 


, ae 
able to say “yes” to your request for a 


of mail order work 
talk which appeared 


advising others 


tear sheet 


Circulation Management recently re 
ported an interesting test which illus 
trates importance of wording on reply 
card. 

Same identical letter was sent to three 
groups of 10,000 each, offering sub 
scription to a magazine. The letter 
stressed editorial content only 


The only change was in order card. 


Ist group could subscribe by paying 


No in 


ducement for cash. 6° sent remit 


when billed or cash in advance. 


tance with order. 
’ + 
2nd group were offered an extra tree 
issue if remittance sent with order. 34% 
ot new subscribers did so. 
The 3rd group were offered a pre 
mium (a razor-blade, handy knite) tor 


remittance with order. 38° remitted. 


MORE ABOUT 
SIMPLIFIED 
CORRESPONDENCE 
FORMS 


Remember the controversy which 
raged during some parts of 1948 when 
a writer in The Reporter recommend 
ed a simplified style of typing for all 


business letters? 
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Block form thruout. 


Elimination of salutations and closing 

. Starting only with addressee’s name. 
Indignant subscribers wrote in to say 
that they had tried the system . . . and 
how in Hades could the clerks file the 
blooming carbons? 

Just had a letter from one of the 
puzzled ones, Jerry Thistlethwaite of 
Thistlethwaite & Fromm, Inc., Artecratt 
Building, Chillicothe, Missouri. He 
reports that his efficient secretary, Mrs. 
Margaret Plummer solved the whole 
problem very neatly. 


So see? It can | xe done. 


THE CUBAN LOTTERY 


Many readers of The Reporter have 
sent us samples of the mailings trom 
Cuba . . . offering shares in the Cuban 
National Lottery by a neat device which 
su] pposedly “gets around” the U.S.A 
lottery laws. That is . you send the 
money to Cuba, and “an agent” holds 
your ticket for you there so that you do 
not have actual “possession” in the 
U.S.A. 

Sut the dream-balloon of the pro 
moters has been pricked and deflated. 

The Postmaster General has issued a 
fraud order against the “agents” in 
Cuba under Section 601, Postal Laws 
and Regulations of 1940, 18 U.S.C 
1302, and under the authority of 39 
U.S. Code 

Even if you receive one of the Cuban 
a check 
your envelope will be returned to 
“fraudulent.” 


2? 


259 and 732 
offers . . . and decide to send 


you marked ‘ 

Just so the readers of The Reporter 
vill know the details of the Lottery 
Laws we'll reprint the pertinent penalty 
provisions. 


W hoes 


fdr 


Fox River Atos Fine Papers 


There can be magic 
in the words you put 
in your business letters 
. magic that makes the 
reader concentrate on your message 
magic that seems to make the 


words reach out and say, “Listen!” 


Many of the secrets are told by Dr. 
Robert R. Aurner in his newest writ- 
ings that are putting more pay in 
what business letter-writers say. For 
18 years Dr, Aurner was ranking 
protessor of business administration 


at the University of Wisconsin, 


Pree Gooklets 





First booklets—the 

| story of MONEY- 

MAKING MAIL 

and How to Put 

Sock in Your First 

Sentence—-ate ready 

for you right now. 

They re free for the 

asking write to- 

day—use your busi- 

ness letterhead only, please. Fox RIVER 

PAPER CorPORATION, 2013 Appleton St., 
Appleton, Wisconsin 

Better Letters Division 


FINE a. 


Fox River 


cotton FIBER BOND, ONION SKIN Lteocetr 





8 U.S. ¢ 1302 mailings? Seems to be originating al 
Incidentally . . . the Post Office is around the country Although some 
getting tougher (if that is possible) on are aimed at “for artists only” 
violations of this same Code when ap the offers reach doctors, lawyers and 
plicable to commercial prize contests. candlestick makers. 
If you ever contemplate conducting a One trom Hollywood is very allur 
prize contest be positively certain ing. (Write Davis S. Alberts, P. O 
does not fall into category of “a Lot Drawer 2949, Hollywood 28, California 
tery.” It there is a “consideration” for tor samples.) 
entering, if there is an element ot Here's the type of copy ( Offering 
chance (not skill) for winning .. . you colored slide films). 
isle ont MOST BEAUTIFUL GALAXY OI 
MODELS GLITTER 
ING ARRAY—Da 1 1 TRUI 
NATURA COLOR NUDITY 1 thes 
only “consideration” is attendance (not UTTERLY GORGEOUS SLIDES DESIGNED 


are on dangerous grounds. 
ception .. . a retail store can offer a 


: 
door prize for a special event, provided 


purchase ) at the event EXCLUSIVELY POR ARTISTS 
It’s all sort of contusing IERE IS BREATH-TAKING LOVELI 
law. 
MEASURE OF INSPIRA 
TION IN FASCINATING DESIRABLI 
EROTICISM OSES, Standing 

SHAR AND AR I I 
( i FE-SIZE PRO 
Wonder what the Post Office is do ORTION , IF A LIVING 
ing about the flood of “art study” ERSONALII EV ING CREA 





FIVE BASIC FUNDAMENTALS FOR CONSIDERATION IN ANALYSIS OF AN ADVERTISING PROBLEM 





Advertising is What do we want Who are our Why will people What is 
only a tool, to accomplish? logical prospects? do what we want? the best time 
not justified Why are we Where How can we to make 

in itself; spending cre they? persuade them ovr contacts 
used only to get this money? And how con we to act, so far as 


done Basic Idea? with them? as we desire? foresee? 


© Is it 


| 
something What is our | make contact or to react we cun 
| 


| PURPOSE PROSPECTS TIMING CLEAR? 








TO COMPLETE 
A SALE 





























Harrie Bell made a very good talk on fundamentals at mission to reproduce it. Harrie, in addition to all his othe: 
the DMAA Convention last fall. Later on. he summarized accomplishments. is author of the book. “Getting the Right 
the material into a five point planning and a two-point Start in Direct Advertising” ...now being used as a standard 
checking chart. He issued the copyright chart as part of textbook in many schools. Keep his checking for constant 
his company’s promotion. but has given The Reporter per- reference. 
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TURE OF FLESH AND BLOOD—IS PER 
FECTLY POSING FOR YOUR STIMI 
LATED CREATIVE ART WORK! 

You can't h mit LOVE these RADIANT, 
RHYTHMIC, DELICIOUSLY FEMININI 
FORMS 

NEVER BEPORE HAS BEAUTY SO 
DEFINITELY REVEALED BEEN OFFERED 
IN ANY ARI SLIDI EVER MADI 
INYWHERI 
In these ENCHANTINGLY DIFFERENT 

DE FIGURE STUDIES THE Arnst will 
AT LAST FIND EVERYTHING DESIRED 
IN HIS WORK I x ue YOUNG, 
VIBRANT AND ALIVI 


records ). 
WOW and HOW H Party Material 
tu LENTY HARD 
GE he Spi Daring D 
WARM-UP YOUR PARTY and ke 
HOWLING SUCCESS Men w 


(Offering phonographic 


i r " t G 
BLUSH WITH TINGLING 
Wea not 


‘ t .y 
EXCITEMENT! 
x Nw y ate ‘ 
“ , t YOU WILL BI 
COMPLETELY SATISFIED—WITH EACH 
AND EVERY RECORD I ENTER 
LTAINMENT EXTRAORDINARY rae 
ACKAGI O} \ fOUSAND 
THRILLS NOW-—TODAY-WHILE STOCKS 
ARE STII OOM I 
\ warning reads 
INCLUDE $1 EXTRA FOR SHIPPING 
EAVI THI TRANSPORTATION PROB 
EM TO US 


Offering rare books). 
$ 


FS IN THI 


R Get awa 
IVE AGAIN THI 


OVI w 


IBRAN EXCITINGLY 
RINTS NOT NOW 
FROM ANY SOURCI 
OVER ANI 
ENEWING Hi HRI 
DING 


OVER 
LS WITH 


k 


GOING 
DEFINITELY 
ARTY 
HOW 

LIKI 
YOU NEVER 
SMART »u 


UNUSUALLY 

GOOD STRONG I 11 SO DETAILS 
ARE CLEARLY PROJECTED YOU'LI 
NOT HAVI ANY IN SEEING 
PVERY THING | | { R} ze) oe! 
FERENT REELS 

It must be an exciting business. But 
with difficulties such as watching 
over vour shoulder for a postal in 


spector 
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HURRAH FOR aye che of De Paul University, has 
THE ABWA : 


Association, through Norman 


tackled a more or less tabooed subject, 
“Speed in Letterwriting”. Most of the 
experts insist on formal planning and 
careful designing for each letter. Some 
The ABWA, in case you don't know, 


is the American Business Writing Asso 


make it sound very mysterious, involved 
ind lengthy. 


ciation. We see by a recent bulletin Professor Sigband has been experi 





Push ‘Em Up! 


Use the merchandising-by-mail skill that has 
recently won 28 NATIONAL AWARDS for in- 
creased sales and profits Various Abrend- 
created campaigns are producing from 5 te 
iz sales now! Our staff of sales promotion 
experts will werk for RESULTS for VOU—the 
direct economical way For full details—with- 
out oblicution—call MU 6-3212 new! 


IT PAYS TO AHRENDISE! 


EXCEPTIONAL FACILITIES! 
Creative art and cepy staffs, 
and = =6preduction equipment in 
40,000 square feet, for 
fresh, effective sales pre 


“D.WAMREND COMPANY 


333 EAST 44TH ST 


Let us assist you with all or 


part of your promotion program > NEW YORK 17,.N. Y. + MU 6-3212 


BETTER RECORDS 


; }} 

Rising is Right! & §& 

Here’s Why- Alta ‘ iD 
me BIS | 


Rising No. | Index won't dog-ear or 2 


A 
split under the punishment of time Q A é) \- ~ 


and constant usage. It takes an ex- 
cellent impression. It’s easy to han- 
dle. Your printer will advise that 


the index to buy is undoubtedly— 


Rising No. 1 Index 


V 100% rag 
V White and four colors 


V 5 weights 
V 2sizes 





hising Papers 


ASK YOUR PRINTER...HE KNOWS PAPER! 


Rising Poper Company Hovusetonic, Moss 


you" 


Zp 





menting with teaching speed in letter- 

writing by having his students practice 

regularly with dictating into recording 

Each definite 

: . . | 

hours with the machine. The best re 
(with 
a \ 

ack for the class 


devices. student gets 


cordings time involved) are 
played 

Chis reporter thinks such training 1s 
excellent 
tion. I 


planning, but many letters are spoiled 


a step in the right dire 
don’t discount formulas and 
»xecause of too much fussing 

I devoted nearly the whole of one of 
the iast sections of my Course in Direct 
Mai! to this idea of | 


sunk about letter writing, eliminatin 


eliminating the 
the waste motions . . and writing 
rapidly. I won't print it in The Report 


+ } 


ER because I'd be accused of heresy by 


the professional testers and formulas 


hounds. But speed can be developed 


REPLY-O LETTERS 
will do your selling job 
@ MORE EFFICIENTLY 
® LESS EXPENSIVELY 


Reid 
Printers Federation, Columbus, 
sends us a “Thank You” 


is different 


Ohio 
Ohio 


hich 


Our triend, Vance ot 

torm w 
It's one of those three-fold 
with 


affairs illustrated cartoons 


First page A man calling “Thanx!” 
Second fold Same 
Thanx! We don't say it often 


man saying 
enough 
or LOUD enough 

“Again 


ne nan ts saying to 


Thanx 


hi secretary 


rd spread 


ike a memo, Miss Twinkle” The 
| 


no, down in the corner, reads 


MEMO FROM 
COLUMBUS BANK NOTI 


‘ 


NATIONAL ADVERTISERS SAY: 


Our Reply-O elaborate broadside 
return 


produced 


Letters An 


mn able te troce 

S13 millions in business wp produced 24% 

trom an expenditure of some list 

$27 000 00 The Mothieson Alka 
Works, Incorporeted 

New Englend Mutvel 

Une" imecromce, Company BAD PLANNING 

Reply Letter topped 

brought in the highest » 


ntract dé 


first and last 


WHY NOT 


make the 
i lett r ire< wlore 
ation Recently, the University of Pennsy 
vania sent a form letter to all Alumnae 
President Harold EF. 


To save you time, send along the fol- 
lowing information when you request It 
samples 


was signed by 
Stassen 
Frequency of mailings 

Average size of mailings 

Type of list. 


st paragraph read 


This information will enable us to 
answer your initial lefter with helpful, 
understandable facts and figures. 


REPLY-O0 PRODUCTS CO. 


The last paragraph read: 
This report 


\“ a 


ms vania 
What's the joker? letter was 
First 


the other three single spaced. 


four pages long. page double 

spaced . 2 

The letter contains apt roximately 1615 
, , oH 

words. It rambles around all over the 

minutes ? 


University campus \ tew 


It would take approximately twenty 


minutes oO inyone’s time to talk the 


wordage. It asked r no definite 


action : mut is probably the fore 


runner of another Fund Drive. Here's 


1 case which illustrates the need for 


better planning in the approach \ 
short letter from Stassen, enclosing a 
printed report, would have been more 


ippropriate . ! mvincin 


TOUR OF A PLANT 


ny is domg 
1 printed tour. 


d booklet 


NQulsitive 
ast a week to obtain tor 


ted tour of the 


Tested Trucks.” 

1, materials and 

aged at the Auto 
the perfor 


trucks 


a press 
Actually! 
vd sens ble 


top 1s this 


W 


Attached to each release are 


pictures 


THE REPORTER OF DIRECT MAIL ADVERTISING 


150 W. 22nd St. . New York 11, N.Y. 





or samples. In other words G & R 
make it easy for the editor to be inter- 
ested and to write a story. They do not 
insult the intelligence or integrity of 
the editor by asking him to send clips. 

Why are we so interested in press 
releases? Because . . . press releases 
constitute a very large portion ot direct 
mail volume. Press releases ARE 
direct mail. Designed to get sombody 
to give somebody else publicity. Tons 
ot press releases go through the mail 
each day. The majority are asinine, 
futile and often times insulting. 

If you are using press releases as 
part of your direct mail program 
better re-examine your procedure. Study 
the right (sensible) techniques. Be sure 


your releases are not stirring up ill-will 


PICK UP 
TROUBLES 


Dear Henr 


.a postage meter for everybody! 


@ ‘This new desk model postage meter puts within 
the efficiency and 


as tall as a toaster! ... 
takes a little more desk 
space than a dial phone! 


Prints any value of postage 
for any kind or class of 
mail — plus parcel post! 


REPORTER'S NOTE: O.K.. Bert. we'll be 
“burned-up”™ together 


AUGUST 1949 
a 
To seal envelope . . . just 
slide flap through the 
moistener. Neat, no mess! 


the means of the smallest office . 
economy, the privilege and prestige of metered mail. 
@ Little larger than your telephone, yet the DM 
prints exact amount of postage needed for any kind 
or class of mail directly on the envelope . prints a 
dated postmark and small advertisement (optional 
at the same time. Seals envelope, too. Even prints 
postage for parce! post! 

@ Dial the stamp value you want, press the lever 
—and your postage is printed! 

@ The new DM fully protects your postage from 
damage, loss, theft and automatically accounts 
for every penny in visible registers! 

@ Good looking and smartly designed, finished in 
smooth tan and chrome Costs so little that any 
office can afford it! Call or write direct to Stamford 


for free descriptive folder! 


Pitney-Bowes 


2099 Pacific St., Stamford, Conn. 
nators of the postage meter 
thers of mailing machines ... 
S. and Canada. 





How to time 
your mailings 
for better results 


You ¢a sc lt effectiveness ot 
’ x FREE 


‘ ale 


NAMES UNLIMITED, Inc. 


Arthur Martin Karl. Pres. 


25 W. 45 St.. New York 19, N. Y. 


! 
' 
' 
2 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
7 
‘ 
' 
' 
' 
' 
' 
' 
' 
1 
' 
' 
‘ 
' 
' 


‘ 


it’s sheer magic 


that extra something in a Cupples 
personalized envelope. An enve 
lope that becomes more than a 
mere closure for your printed 
message. It has that personal touch, 
one that will make your prospect 
read its contents. That in itself, 
is a feat of magic. Let us trans 
form your present envelope into 
a magic-wand and increase your 
mailing returns 


UPPLES ENVELOPE CO., INC. 
360 FURMAN ST., B'KLYN 2, WLY. 


NUTS! 


Want to know how NOT to get an 
tem printed in The Reporter? It’s 
easy. Just staple to your press release 
a card like this. 


7 


nal 3%, Rd ep 


(Reduced from origi 





Would you be kind enough 
to send us a tear sheet of 
this notice as, if and when used. 
Gratetully, 
David E Green Associates 


280 MAOCISON AVENUE 
ew voe« city 











Why do agencies and press agents 
think that editors will take the trouble 
to send them clips of publicity puffs 
Unless . . . the editors are advertising 
prostitutes! 

Every time this office gets a request 

ke the card above .. . we are preju 
diced against the whole set-up. Just 
can't help it. And it has been our ex 
perience that when such unwise re 
quests are made . the press releases 
attached are dumber than usual. For 
our opinion of press releases in general 

see back issues of The REPORTER 


DOCTOR'S MAIL HAS 
INCREASED 147%, 


The most noteworthy trend the 
great increase in the use of the I¢ 
rovernment post card. Four vears avo 
only 5.3 percent of the mail was a 
ird. Now 12.3 percent of the pt 
1 doctor receives are post cards. the 
least expensive torm ot direct mail. 

Every year, for how many years, the 
vewire Fisher-Stevens Service, Inc., 
345 Hudson Street, New York 14, N. Y. 
(mailing list and medical direct mail 
experts) has conducted a survey of the 
nail received by Physicians. Every 

Medical Marketing, house mag 
azine of Medical 
Rutherford, New Jersey has published 
Every 


Economics, Inc.. 


the Fisher-Stevens findings. 
yvear The Reporter has reprinted the 
Medical Marketing report. This year 
can be no exception 

So here are the findings and the 
chart illustrating them. 

The figure of 2,199 represents an in 
crease of 14° over the total number of 
1,919 pieces the typical doctor received 


rom al] the sources over the preceding 


FOR MORE SALES 
THROUGH THE MAILS 
Use SAWDON ORDER-VELOPES 
and COMBINE-FORMS 
These Combination Order Forms 
and Return Envelopes Will 
Increase Your Mail Orders 


Write for Specimens (Used by 
Leading Mail Order Companie 


THE SAWDON COMPANY, INC 


484 Lexington Ave. New York 17. N.Y 





List Planning .. . 
List Building .. . 
List Maintenance . . . 


roughly vered in Alice 
ews “Plain Jane of Direct 


THE REPORTER 
of Direct Mail Advertising 
17 East 42nd St., New York 17. N. Y. 














Reame per 


WM. F. RUPERT 
Compiler of national BIRTH 
LISTS EXCLUSIVELY for 


the past fifty years 


RECENT 
BIRTH 
LISTS 


90 Fifth Ave.. New Vork 11 
OR 5-3523 








Machine 


Illustrates 


1: Post Cards 


Learn how thousands of business 

men, in every line, are boosting 

sales in spite of conditions—with 

1¢ messages—printed and illustrated inafew 
minutes on gov’nt post cards — with amazing 
new patented CARDMASTER. Your “today’s” 
ideas, read by your prospects next morning. 
Not a toy, but a sturdy advertising machine, 
built to last for years. Low price, sold direct. 
Guaranteed for five years. Send name today. 
SEND NAM We'll send FREE illustrated book of money- 
meking [DFAS for your business and com- 

plete, unique advertising plans. RUSH YOUR NAME TODAY. 
CARDMASTER COMPANY 


1920 SUNNYSIDE, Dept. 688. CHICAGO 40, ILL. 
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' ’ 
period, although non-medical mail in 
clud ng requests tor contributions, solic 
itations trom department stores, dry 
accounted 
It will be 
, 
noted that mailings 
showed a slight decrease in volume for 


cleaners, auto dealers, etc., 
tor 11 percent of the increase. 


pharmaceutical 


the fifth consecutive period 


Sampling activity in the form of un 


been evident for the last four vears. 
During the survey period 578 pro- 
ducts were advertised to the doctor a 
total of 2,051 times, tor a trequency 
factor of 3 mailings per product 


pe r year 


A FEW REACTIONS TO 
OUR DEBUNKING OF 





We don’t write copy... 


We don’t compile lists . . . 


solicited samples and reply cards of 
TIDE’S PAR 
with last vear. The use of blotters and 
rhe June Rerorrer ¢ in with your , rae ‘hild 
, y hilc 
letters is down. There was a greater é shal ial a. } 
concentration on advertis ng just one { , 1 baby it long with 


fering the product stayed about level 


products in a mailing, a trend that has 


sare and attention 


es 1ccurate addressing, per 





ANALYSIS OF ALL DIRECT-MAIL ADVERTISING RECEIVED BY ty itched fillins, and 

A GENERAL PRACTITIONER DURING FIVE ONE-YEAR PERIODS* mailing to your exact speci 

Percentage of total 

T»pe of advertiser _ 

1949 1948 1947 1946 1945 

Pharmaceuticals 82.3 83.2 85.0 85.9 86.5 
Medical books and Journal sub- 


MARY ELLEN CLANCY 


scription solicitations 3.6 
Medical equipment and _instru- 250 PARK AVENUE, NEW YORK 17 
ments 29 17 Ll . 4 it 46th Street Plaza 9-1520 
Miscellaneous—including all mail 
of a non-medical nature 112 10.8 10.6 


43 3.3 2.1 2.4 


Addressing 
—n _ (Ry hand, typing or plates) 
100.0 100.0 100.0 Multicraphine - Mimeocraphing - Mailing 
Type of Postage used 
Printed Permit 48.5 50.3 48.3 
Postage meter 23.2 27.5 29.9 
le stamp , 71 7.6 
2)2c stamps 04 04 











+! 4 
there's always somethi 
le stamp 3. 2.1 3.8 ‘ 
First Class . 3.9 2.9 
Government post cards , 8.7 7.1 


100.0 100.0 
Corner cards 

Usual style—name and address in 

upper left hand corner 
Name and address on flap or re- 

verse side 
P.O. bos or street address used 

no company indicated 
No corner card or return address 


new names 
people get born, 
grow up, get 

married, go into 
new businesses.. new markets 
got a new 
product? gota 
new use for your 
old product? 


100.0 
new addresses 
people move, set up 
new homes, go 
places, form new 
shopping habits... 


Self-Mailers and mailing cards 
Sealed . 3.0 
Unsealed . 78 
Mailing cards . 8.8 
Government post cards A 8.7 
Sample request cards enclosed 
Not prepaid 0.6 2.1 
Business reply cards 174 17.3 
Samples 14.4 14.2 
Blotters (1 or more) enclosed 11.1 14.6 
House magazines 5.6 6.0 . : 
Letters enclosed 24.2 26.3 J 22.4 


new ideas 

if you have one—and wont to tel! 
people about it—call Dunhill 
for lists that reach the rich, the 
poor, the industrious, the lazy, 
the monufacturer, the consumer, 
the young, the old... for new and 
accurate lists that reach 
everybody, everywhere, here or 
abrood—coll Dunhill. 


DUNHILL LIST CO., INC. 


565 FIFTH AVENUE, NEW YORK 
PLAZA 3-0833 


*Based upon totals of 2,199 pieces of mail for period ending April 30, 1949; 1,919, April 
30, 1948; 1,774, April 30, 1947; 1,826, April 30, 1946; and 1,263, March, 1945. 
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How to get 


NEW MAIL ORDER 
CUSTOMERS 


—Without Final 
Out-of-Pocket Cost 


A MAIL ORDER 
TURNOVER FUND 


ALI with- 


out final out-of-pocket 


Now is the time to TEST what 
YOU can do! 
Write Dept. R-8 


MOSELY Seas List SERVICE 





36 NEWBURY STREET 
BOSTON '6 
NEW MAIL ORDER CUSTOMERS 
IN VOLUME 








Step Up Your Mail Results 
with RETURN-A-CARD Letters 


Return-A-Card Letters put a preaddressed 
order card or envelope at your prospect's 
fingertips and keeps it there until he uses it 
There's no chance of your card being mis 
placed .. . no lost orders because oi 
lost cards! 

THE CARD IS 
ATTACHED 

TO THE 

LETTERHEAD 


RECENT EXAMPLES OF HOW RETURN 
A-CARD LETTERS INCREASE RESULTS 
BY MAIL 


Return-A-Card Letters cost no more than ordi 
nary letterheads. You can make a Return-A 
Card mailing for as low as |*% cents per set 
up to 3 cents per set depending on quantity 
This includes a two-color letier with the 
Return-A-Card printed and attached and a 
special window outside envelope to f 

Write or call to see samples of these improved 
mailing pieces 


Tested Sales Producers, Inc. 


131 West Sird Sireet @ New York 19. N. Y 
Plaza 7-8573 





REPORTER'S NOTE: That blarney stone 
Shaun, must be wonderful. Incidentally .. . 
Tide printed the second installment of P.A.R 
evaluations’ on June 10th. The third was 
due a month later . but did not appear 
Perhaps the idea has been buried. 





LETTERS 
THAT 
SELL 





PAUL MUCHNICK CO. 


Mail Order Advertising 
150 Nassau St New York 7. N. Y. 
WoOrth 4-6936 


HOW MUCH DOES P 
ADDRESSING cost YOU? 


actual cases. figures 


ADORESSO SALES CO - 
1008 Gould Ave. N. E Minneapolis 21, 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING — TRADE 
€ é I sevelt N. ¥ 

) ath Ave ~~ 
ADDRESSING MACHINES 


é ith 
ALTOMATIC INSERTING 


AUTOMATIC TYPEWRITING 


The 
Ma 
M 


MAILING LISTS 
e, Ir ’ r 


bASens 
ZAZZZZ 
ad 


¥ 

& 
2 
7 


BOOKS 


t 427 s 


BUSINESS FORM CREATIONS 
i < ‘ N Minr 


ZAZALZZZ 
Maddie 


¥ 


COMPOSING MACHINES 
COPYWRITER (Free Lance) 


DIRECT MAIL AGENCIES 
Fa 44th Ss ates g1 F rth 
MESSENGER SERVICE 


‘ t 429 ’ 


METERED MAIL FQUIPMENT 


MIMEOGRAPHING 


MULTIGRAPH TYPE 
& North 12tl 


- open “sgh MU LTIGRAPHING 
’ ‘ r Webster A 
DIRECT MAIL TRAINING COt " { el Pres 145 West 45th 
. sone © 7 OFFSET PLATEMAKERS 
ENGRAVERS 15 West 45th 8 
ne en OFFSET PRINTING 
‘ Y 14641 We tH 
mn Service E. 43rd 
PAPER MANUFACTURERS 
& Fibre Compar 


ENVELOPES 
6H 


Hamilton, Ob 
Appleton, Wis 
Pennsylvania 
York 1 N. ¥ 
Massachusetts 
PLATES & STENCILS 
Main St igepor 
POSTCARDS 
' nd e r , st « i Compar Fifth Ave New Yor 
ALTIES PRINTERS & LITHOGRAPHERS 
' ¢ ew 1 ner < e Litho ¢ i 61 Wes 


ENVELOPE SPECI 
80 1 ' \ 


. Harrisor 
HAND COLORING St 
$5 West 45t) 
INKS 
Fifth 


4 oN 


LABEI PAstass OE i PRINTING BQUIPMENT 
‘ Kas lst St 


QUANTITY PHOTOGRAPHS 
' “ s6th St New 


LETTERHEADS 
. ‘ >I - oe 4 
MAIL ADDRESSING STICKERS | TRADE ASSOCIATIONS 
ADVERTISING SERVICES (Lettershe a ree  cmcantaas Maal saa mchedianie i 

= > TYERS 
TYPE FACES 











EQUIPMENT WANTED 





Wanted: Elliott Trays to fit standard 
size 2” x 41/,” Stencils. with or without 
fronts, in good condition. Quote lowest 
price. If possible, submit sample. Lewis 
Advertising Co., 16-20 South Gay, Balti- 


more 2, Md. 


HOUSE ORGANS 

















SHORT NOTES 
DEPARTMENT 


a from page 5 


ll. California has just announced 


@ MEMBERS OF PRINTING INDUSTRY 
of America, Inc., 719 Fifteenth Street. 
N. W.. Washington 5. D. C.. are being 
offered a “research department right in 
your own plant” for $20. The loose- 
leaf-bound. extremely detailed report is 
titled. “PIA Research and Operations 
Manual.” This extensive work contains 
12 monographs already prepared and 
12 more to come. On such subjects as 





George's appointment as ger of 
the Book Division. 

George until now has been Adver- 
tising Director of McGraw-Hill Book 
Company: was fomerly Circulation Man- 
ager of Harper's Magazine and inan- 
ager of Harper's mail order book de- 
partment. Previously. he was with the 
J. P. Lippincott Company in Philadel- 
phia. He is director of the Direct Mail 
Advertising Association and a member 
of the advisory board of The REPORTER 
of Direct Mail Advertising. 


eee 


@ BERNICE BOWSER of Bernice Bow- 
ser & Associates, 1186 Broadway. New 
York 1. N. Y. tells us she made a sur- 
vey of SO sales training manuals 
supplied by manufacturers in one in- 
dustry to retail clerks. There were 39 
odd sizes ranging from 2'/," x 4/2" to 
12° x 18". Bernice wants to know how 


a retail clerk could file such a “heter- 
ogeneous collection.” How could such 
material be referred to quickly? She 
thinks manufacturers should standard- 
ize on 8'/," x 11” for loose-leaf binding. 
Perhaps we should have a “preference 
survey” on the subject... if it would 
prove anything. 


@ WHATS THIS? The Amityville 
Record (Long Island) on July Ist took 
over the task of warning its subscribers 
against getting on “sucker lists.” It 
carefully explained how “your name” 
gets on lists after you thoughtlessly 
purchase something . .. but you can 
“breathe easily again” if you fail to 
reply to six consecutive offers. Of all 
things! Are we going to have another 
epidemic of competitive damn-foolery 
in advertising? Doesn't the editorial 
writer know that he is hurting his own 
advertisers? They are after names. 
They may follow them up (or should). 
The Association of National Advertisers 
er some such organization should at 
tempt to convince newspaper publishers 
that such attacks on another advertis 
ing medium will prove boomerangs 
against all advertising. 


u“ 


g ium plates. bookbinding pastes. 
bindery glues, type metals, ruling inks 
and dyes. These digested reports con- 
tain the most essential information 
drawn from extensive library research 
and wide industry experience. The 
whole program is available only to PIA 
members ... but some of the mono- 
graphs are available separately from 
the Government Printing Office. Of 
those published. the one on magnesium 
plates is available from PIA for $10. 


@ THE BETTER BUSINESS Bureau of 
New York City has developed a plan 
for protection of employees of local 
business firms and their families. It's 
been found necessary because of the 
rising number of rackets, frauds and 
misrepresentations. Leaflets. posters 
and h. m. articles will warn them of 
prevalent cases. An extension of BBB 
services. Gothams interested can check 
at 280 Broadway. New York 7, N. Y. 


@ ONE OF THE MOST striking mailing 
pieces The REPORTER staff has seen 
for months . . . was recently mailed by 
Dun and Bradstreet. Inc., 290 Broadway. 
New York 8, N. Y. Top 4/2” of regular 
8'/." x 11” letterhead is used to show an 
antique. 4-color illustration of peddler 
and his wagon bulging with house- 
wares. Letter's titled “You Can't Do 
Business From An Empty Wagon!” 
Illustration is offset and certainly grabs 
a lot of eye-ap, eal. Letter ties in ped- 
dler with D&B, as “mainstays of distribu- 
tion”. The company name is mentioned 
ence in letter and in slug at bottom. 
Very good. 


@ NEWSWEEK REMEMBERED the suc- 
cess of the past few years, when they 
sent out 1949's “tee-box” and golf score- 
card to over 20,000 advertisers, prospects 
and agency friends. Five red plastic 
tees, with “Newsweek” printed in gold 
on top of each, is enclosed in match- 
book-like covers. Imprinted on cover: 
“The truth, the hole truth and nothing 
but the truth.” Produced by Western 
Plastic and Specialty Company. Inc., 
1130 Williamson Bldg.. Cleveland 14, 
Ohio. The scorecard at summer's end 
will show graphic picture of seasonal 
improvement (?). Only a few words 
about the magazine. This mailing is 
becoming a tradition in the offices at 
152 West 42nd Street in New York. 


John E. Davis. Shell Oil 


@ THE TENTH ANNUAL meeting o! 
House Magazines Incorporated, took 
place on June 9th in the Palm Terrace 
of the Roosevelt Hotel in New York. 
Winning house magazines of Toronto 
ICIE contest were displayed. After an 
excellent lunch . . . the three speakers 
gave out. Big man of the day was 
Otto Wiese. publisher of McCall's, who 
told about the “Yardville. U. S. A.” 
program instituted by his magazine. 
Elections, afterwards. produced the 
following results: President. Jack Davis 
(see pic.), Shell Oil Company. 50 West 
50th Street. New York. N. Y.; Secretary- 
Treasurer, Ruth Boyce. U. S. Industrial 
Chemicals, 10 East 40th Street. New 
York. N. Y. HMI is an active, close- 
knit organization that has grown in 
size and stature in the past few years. 
Any house magazine editors or assist- 
ants within reasonable distance should 
consider joining and cashing in on the 
excellent monthly meetings at the Na- 
tional Arts Club in New York. Jack 
Davis will be glad to give you any 
information. 
— 
eee 

@ “DUE TO THE EXTREME cold weath- 
er, with temperatures ranging around 
the 50-below mark, it was conceivable 
that the veteran mailman and his dog 
team had been held up along the way.” 
This bit of understatement appeared 
on page 11 of the April issue of the 
Canadian P. O. house magazine. “Post- 
mark.” All about Percy DeWolfe’s trip 
between Dawson and Eagle Percy 
makes the 100-mile trip in 4-days. Had 
a little trouble on his last trek . . . but 
returned home safely. Guess Herod- 
otus had it right . . . “Neither Snow 
Nor Rain .. .” 


THE REPORTER OF DIRECT MAIL ADVERTISING 





@ OUR FRIEND. A. A. Archbold. 1209 
South Lake Street, Los Angeles 6, Cal. 

has published the sixth of his 
series of offset scrapbooks. This one is 
8” x 101.", 24-pages. contains 400 orig- 
inal pen and ink illustrations and 
sketches for promotional work. Printed 
on one side of page for clipping. Can 
be used for offset or line work. Previ- 
ous editions featured promotional type 
displays in many styles at $3 each. 
Number 6 costs $6. 


eee 

@ THE RESULTS of the house mag- 
azine contest conducted by the Southern 
California Industrial Editors Assn. have 
been announced. The contest was 
described in March REPORTER (page 
34). Results were to be based on 
“documentary evidence” of which h. m. 
“paid off” in benefits to employees 
and company. Lush, 6-color, 64-page 
entries were given no more considera- 
tion than the less glamorous ones. 
Winner was “Pullman News”, h. m. of 
the Pullman Company. 222 West North 
Bank. Chicago. This magazine played 
a leading role in organizing an exten- 
sive sales campaign which resulted in 
more than $2,800,000 in 1948. Other win- 
ners were Canadian General Electric of 
Toronto, Hinky-Dinky Food Stores of 
Omaha and International Harvester Co. 
of Canada in Hamilton, Ontario. 


eee 
@ DORLAND. INC., 247 Park Avenue. 
New York 17. N. Y. is an advertising 
agency which specializes in interna- 
tional accounts. They publish an inter- 
esting monthly called “Paris Fashion 
Letter”. Written by Agence Dorland in 
Paris and sent to 400-500 fashion man- 
ufacturers in this country. Format is 
excellent. Yellow paper cover is sta- 
pled at top to 4 or 5 sheets of gaily 
colored onion skin. Copy describes the 
blouses, hats, bags. etc. . . . currently 
setting Paree afire. Spot illustrations 
liven up the well-spaced material. 


@ IF YOUR INTEREST is in the graphic 
arts and you want to absorb some in- 
formation on rotogravure you'd 
better drop a note to Paul Carter. sales 
promotion manager of Alco-Gravure, 
9th and Monroe Streets. Hoboken, New 
Jersey and get on their “Alcotones” 
mailing list. Looked over their May 
issue and it's a honey. First article is 
by art director Wallace Woodbury... 
about layout and design. with some 
specific hints for those using gravure. 
Also an article about roto plate prepa- 
rations, a question and answer column 
and an “idea mart.” This 8-page maga- 
zine is attractively laid out and should 
do a great deal to educate buyers of 
printing on the “do's” and don’t’s,” the 
“why'’s” and “wherefore’s” of the least 
known as the big three printing 
processes. 
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Thanks again to Editor Tom Marsh, “Standard Time.” The Standard Envelope 
Mig. Company. 1600 East 30th Street, Cleveland 14, Ohio. . . for another of 
these extremely clever cartoons. Appear regularly in his hm. And The 
REPORTERS’ collective face is (or are) red. We snitched that calendar cartoon 
in July issue from same place ... but the credit caption got lost somewhere 
along the line. Must have been the heat. 





THE BOSS’ SECRETARY AS SEEN BY 


















































HIS WIFE HER CO-WORKERS 




















— 
is 
= 


HER FRIENDS 














HER BOSS’ CREDITORS HERSELF 
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layouts to life: print on 


ticonperoca OF ESET 


A good job of printing pays dividends for the printer and his 
customers. So make sure of good results by using Ticonderoga 
Offset. A quality paper for lithography, sheet-fed gravure or 
letterpress for type and line cuts, it performs ideally on long runs. 
Ticonderoga Offset gives you clean, sharp reproduction. 


International Paper Company, 220 East 42nd Street, New York 17, N.Y. 
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